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Hawsers like this 


made by Columbian are in the top notch class with 
the largest marine shipping companies. Almost 
every large operator buys with the aid of experts 
on a definite service-per-dollar basis. This means, 
“Buy Columbian.” 





















The skill of the Columbian organization in mak- 
ing rope for the hardware trade also excels. From 
the largest to the smallest sizes, every Columbian 
Tape-Marked Pure Manila Rope contains a positive 
signed Guarantee. It appears on the Tape-Marker 
which is found in one of the strands. The hard- 
ware dealer therefore is provided with a specific 
Guarantee to offer his customers. He can assure 
them maximum service-per-dollar. 


All Columbian Tape-Marked Rope % inch and 
larger in diameter can be instantly identified by the 
new red, white and blue surface markers. 





Columbian Rope Company 
352-80 Genesee Street 
Auburn, N.Y. ‘‘The Cordage City’”’ 
Branches:— New York Chicago Boston New Orleans Philadelphia 


~ COWMBIAN ROPE 
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ur. W. 2 Mont, 
Greenfield Tap and ie Corp., 
Greenfield, Mass. 










Gentlemen: 






I am very ‘pleased to note from our latest 
seles reports that we are buying more itecs from Green- 
field then we were a year ago. This is in line with 
our policy established some time ago of concentrating 
our purchases with manufacturers of quality-known prod- 
acts. 









We —s found that the perpen d prefers to 
buy toole of as few different makes as possible fitn-the 
0o-operation thas “Greenfield is giving it is possinle to 
place responsibility of manufacturing operativns en- 
tirely up to Greenfield tools. Ia the past, we have 
learned that: when a tap of one make, & Grill of another, a 
reamer of another, and @ gage of etiil another make were 
used, it often resulted in "passin, the buck” between the 
various makes. Now we know that Greenfield engineers will 
stand behind us and asgume responsibility on the entire 
operation. 

















Very tral; urs, 
CASANAVE, SUPPLY 


Casanave Supply Company 
of Philadelphia finds con- 


centration of purchases with 






Vice Pres. & Gen'l Mgr. 








leading makes means more 


business a oe of one make, a drill of another, a reamer of another 
and a gage of still another make were used, it 
often resulted in ‘passing the buck’ between the 


An interesting angle of the “Concentrated Purchases” various makes. Now we know that Greenfield 


policy which Greenfield has been advertising for the past engineers will stand behind us and assume respon- 


; : : sibility on the entire operation.” 
two years was contained in a recent letter from Mr. F. D. ; / 


Wilson, General Manager of Casanave Supply Company, 
famous Philadelphia jobber. He commented as follows eae ee eee 
various makers of tools when trouble is encountered on 


“We have found that the manufacturer a job by one of your customers, we believe you will be 


prefers to buy tools of as few different makes as interested in learning how you can secure Greenfield 
possible. With the cooperation that Greenfield is cooperation. 

giving it is possible to place responsibility of many 
manufacturing operations entirely up to Greenfield A line to us will bring a Greenfield representative in to 


tools. In the past, we have learned that when a tap see you next time he is in your vicinity. No obligation. 








GREENFIELD § TAP AND DIE 
CORPORATION 


GREENFIELD. MASS.,U.S.A, 
New York: 15 Warren St. Chicago: 611 W. Washington Blvd. Detroit: 228 Congress St., W. 








Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario 
H.A. 6-6-29 





HARDWARE AGE, published weekly by the [RON AGE PUBLISHING CO., 239 West 39th Street. New York, N. Y., U. 8S. A. Entered as second 
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Remember this fact 





More Ames Shovels are sold and used 
than any other kind. 


The complete “All Star” Ames line in- 
cludes 


The genuine O. Ames Four Star 
Ames 3 Star 
Ames 2 Star 


Shovels, spades or scoops 
for every need 


You will profit best if you “look for the 
stars” on every shovel you buy. 


The new Ames Catalog gives complete 
information, ask your jobber or write - 
direct for your copy. 








mom 1774. 


mt 


1929 





AMES SHOVEL AND TO 


NORTH EASTON <> MASSACHUSETTS 
ST. LOUIS, MISSOURI - - - ANDERSON, INDIANA 








OL COMPANY 
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All dressed up... 
and SOME PLACE to go! 


HERE are the NEW Eveready Battery labels. All dressed 
up... ready to go right into the hands of your cus- 
tomers. Quicker sales. With less selling effort on 
your part! 

Eveready design is bold! Clean-cut lettering with bril- 
liant display contrast in white, blue, red and gray. Makes 
the battery stand out on the shelf like a ten-dollar bill on 
a white tablecloth. Means more sales—more profits! 

Nationally advertised and nationally known Ever- 
eady Batteries are preferred the country over. Eveready 
long-lasting power in a striking modern package ... a 
winning combination! Order from your jobber today. 


NATIONAL CARBON COMPANY, INC. 


New York CC) San Francisco 
Atlanta Chicago Kansas City 


Unit of Union Carbide and Carbon Corporation 


Presenting the NEW 
Eveready Label Designs 
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ARMSTRONG 


Drop Forged Wrenches 


ARMSTRONG Wrenches are staple merchandise 
—profitable to hardware dealers for they have been 
the standard for twenty years. Their designs are 
based upon a practical knowledge of wrench require- 
ments. They are forged from selected steel, heat 
treated and accurately milled. They always give com- 
piete satisfaction and build repeat business. 


A Complete Line 
All Sizes and Types 


ARMSTRONG Drop _ Forged 
(Carbon Steel) Wrenches are 
made in 29 patterns with as many 
as 68 sizes of a single pattern. 
They are sold singly and are also 
put up in matched sets (there are 
18 standard sets) which come in 
canvas rolls. All are uniform in 
quality and finish—black enameled 
with heads ground bright. The 
size of each opening is plainly 
marked. They are carried by the 
leading hardware wholesalers, 
everywhere. 


Effecting dealer help—counter 
and direct mail-material, national 
advertising, and a reputation built 
thru over 37 years of fine tool 
making will help you sell 


ARMSTRONG Wrenches. 


Effective Helps 
to Dealers 


Attractive, stock 
| boards, covered with 
metal and handsome- 
ly lithographed in 
colors are furnished 
| where required to har- 
monize with special 


| are fitted with steel 


easel supports. 





314 N. Francisco Ave. 


Tool Holders Ratchet Drills : 
Lathe Dogs Drop Forged Wrenches Write today for 
"“C” Clamps High Speed Tool Bits Catalog B-27 












ARMSTRONG- 
VANADIUM 
WRENCHES 


ARMSTRONG-VANADIUM Wrenches are 
forged from selected Chrome-Vanadium Tool 
Steel, finished in nickel over copper, with 
heads buffed bright. They are longer, lighter, 
thinner, yet stronger than carbon steel 
wrenches. They have long tapering jaws that 
take a firm grip where other wrenches can- 
not reach. They are guaranteed not to 
break gr spread. Sold singly or in matched 
sets in the following patterns; Double Head 
“S” Wrenches, Double Head _ Engineers’ 
Wrenches, Obstruction (90°) Wrenches, 
and Improved Tappet Wrenches. 


gn gl pee ARMSTRONG BROS. TOOL CO. 
lugs or hangers and “The Tool Holder People” 


Chicago, U. S. A. 


NG 


ARMSTRONG BROS. 


Stocks and Dies Pipe Cutters 
Chain Pipe Tongs Hinge Vises 
All-Steel Pipe Wrenches Chain Vises 
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PROFITS FROM FIRE PROTECTION 





Pyrene Fire Extinguishers should be an 


important item in your store 


ORE and more hard- 

ware merchants are 
finding that fire protection 
pays large and consistent 
profits. 

They feature Pyrene Fire 
Extinguishers in their stores. 
They remind customers of 
the need for fire protection 
for homes, clubs, churches, 
cars, boats and business 
properties. 

Pyrene is well known by 
all the people who enter 
your store. Since 1907 this 
name has been the out- 
standing one in fire protec- 
tion equipment. 

There is a complete line 


PYRENE MFG. COMPANY 


Branches: Atlanta 


Chicago 


of Pyrene Equipment. A 
type of extinguisher for 
every hazard. Ask your job- 
ber about the Pyrene line— 
and put your extinguishers 
where your customers will 
see and buy them. This will 
bring extra business and 
extra profit for you. 





Kansas City 


Makers of Fire Equipment since 1907 and Pyrene Tire Chains 


NEWARK, N. J. 


San Francisco 
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Beginning in the 
June 15* issue of the 


SATURDAY EVENING POST 


WINCHESTER 


FLASHLIGHTS & BATTERIES 
ICE & ROLLER SKATES 
FISHING TACKLE 
CUTLERY «TOOLS 
made by the makers of 


WINCHESTER 


GUNS & AMMUNITION 


—will be advertised together with 
uns and ammunition, in this entire 
ist of 29 national, sporting, farm, 

boys’ and class publications with a 

combined circulation of 15,351,333. 

These publications reach more than 

one out of every two families in the 

United States. The campaign, to- 

gether with our cooperative display 
material, is described in a broadside 
which has been mailed to all dealers 

on our list. If you did not receive a 
copy, write for it now and be ready 
for the business that this big cam- 

paign will build. 


Winchester Repeati 
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De Laval Cream 


Separators and Milkers 
For Every Need and Purse 











E LAVAL Dealers have al- 

ways been in a position to get 
most of the separator and milker 
business. Now additional lines of 
separators and two new lines of 
milkers, for all price fields—each 
the leader in its class— enable 
De Laval Dealers to get all the 
cream separator and milker 
business. 


The value of the De Laval 
Agency is greatly increased and jay 
the opportunities for getting such 
business were never so great. 


























The De Laval Separator Company 


New York Chicago San Francisco 
16§ Broadway 600 Jackson Bivd. 61 Beale Street 
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YALE MARKED 





Good Salesmanship 


Assures Good Store Service 


Every Yale Padlock is worth every bit of its purchase 
price. But that doesn’t mean that a thirty cent 
warded padlock can do a pin-tumbler padlock’s job. 

Few of your customers ever realize this. They come 
into your store looking for a padlock in a certain 
price class, instead of seeking the lock that will afford 
adequate protection and service. 

You should explain to them the difference between 
the various types of padlocks—what each is intended 


for and why one costs more than another. 


The Yale H 19 Display Panel, with its assortment 
of Yale Padlocks will help a great deal in explaining 
to the customer just why his attitude in buying pad- 
locks should be adjusted to his needs rather than to 
his pocketbook. 

It may take a bit more of your time to do this than 
to merely let the customer pick out any lock, but it 
means the difference between a 
satisfied customer and a dissat- 
isfied one—the difference between 
just one sale and continued re- 


peat sales. 


Yale Locks and Hardware 
are sold by 


Hardware Dealers 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN., U. S. A. 





IS VALE MADE 
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ASK FOR 
CONGOLEUM 


, x + Congoleum is the universal «cbuy-word” 





for felt-base floor-coverings. Nine out of ten 


ask for it by name! 


y + » And since three-quarters of the retail 
buying in this country is done by women— 
and women are the principal buyers of Con- 
goleum Rugs—you, Mr. Hardware Merchant, 
will profit by carrying this popular item. 


r + » Congoleum is the only felt-base rug 
backed by the famous Gold Seal Guarantee, 
and 16 years of service and satisfaction in 


millions of America’s homes. 


CONGOLEUM-NAIRN INC. 


Hardware Division Headquarters 


KEARNY, NEW JERSEY 
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CJ —JEFFERSON 
A chaste Colonial design of graceful 
curves and simple lines. To harmonize 
with the popular styles of Colonial 
decoration. A choice is offered of 
either metal or glass knobs. 





CK—CATALONIA 
Made of solid white bronze, perma- 
nently rustless, with a hand-forged 


- wrought iron appearance that is last- 


ing. The color will not change. It will 
not stain or discolor the woodwork. 


AL—LANSDOWNE 


Of great artistic merit, in the style of 
the Adam Brothers. Appeals to home 
builders of taste who select their 
home equipment for its greater beauty 
as well as for its greater utility. 





eee mm ey eq ey ee 


WorRTH-WHILE PRoFIT FRoM 
HARDWARE OF MODERATE PRICE 


A sHarE of the building dollar belongs to the hard- 
ware retailer, and he must make sure that this share 
is not too small. Sales effort placed on quality, style, 
and suitability can lift builders’ hardware from the 
price competition class, and can make it the means of 
increased profit. 

Consumers in general are ignorant of the fine points 
of hardware. They must be convinced of the greater 
desirability of solid brass and bronze, its greater 
beauty and its greater durability. 

The designs shown are moderate in price, attrac- 
tive, and their sale returns a worth-while profit. Hard- 
ware of this nature should be taking the place of 
those old patterns that have had their day. These 
designs are intended particularly for use in houses 


that are equipped from the dealer’s stock; we have 


other moderately priced patterns and also more ex- 
pensive designs for the more pretentious dwellings. 

All of these designs are especially suitable for doors 
of 134” thickness. With sectional sets, screws for the 
key plate and rose will not hold firmly on these thin 
doors after the wood is cut away for the mortise. 
These new patterns permit the screws to hold firmly 
in the thicker wood above and below the mortise. 

There are many Sargent designs of builders’ 
hardware for every type of construction, from the 
small simple home to the more elaborate dwelling 
and for the largest office building, hospital, and 
apartment house. 

Sargent & Company, New Haven, Connecticut; 
94 Centre Street, New York City; 150 North Wacker 
Drive (at Randolph), Chicago, Illinois. 


OO Ce eet eee ey ee Sen iiiieten tiie: fi fo oo oo Co 


SARGENT 


Lock s AN D 





HARDWARE 
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The newest Bassick Furniture Rest .. . 
the 


“Drive-on”’ 


NoMar 







This is the steel driving 
tool that is packed in 
each set of ““Drive-ons” 


OH: 





Aahaat 


*Drive-on” features 

1 Sharp edged hollow tube 
drives in without boring 

hole. Gives positive grip. 


Nae eee ee ee 
SE RT 


~ 


2 Flexible joint permits 
tilting furniture. The 
broad base remains flat on 


floor. 


Smooth, br a, un- 

breakab! base of 
Atlasite spreads weight. 
Saves floors. Slides 
smoothly. 


Are you selling “Drive-ons” yet? 
Get them... display thern 


they'll make money for you 


HEY’RE out... on the quirement ... “Drive-on” NoMars for 4 
market . . . ready to sell. furniture not bored for casters ... Socket 
“Drive-ons” deserve a place on = NoMars for furniture that has socket 








handy aie 
display container in your counters. The women of your lo- _ holes . . . Casters for all purposes ... 
which “Drive-ons” 


ore brake’, One cality have read about them. Get your a complete line-up for perfect floor 


should be on your 


displa ° ° ° ° 
table.” ~— oder in to your jobber by mail—don’t _ protection. 


’ 







wait for a salesman to call. : 
Use the coupon. Send it to us. For 


With “Drive-ons” in stock, your line ot | the sake of your own profits—don’t 
Bassick furniture rests can meet any re- _ put it off. 






THE BASSICK COMPANY 


Bridgeport Connecticut 
For 33 years leading makers of Casters and Furniture Fests 











/ 
4° m : 
ye THE BASSICK COMPANY, Dept. HW-5, Bridgeport, Connect'cut 
WP a 5 g i 
C 1. Send me information on “Drive-on” prices and prcfits. 
2. My jobber’s name is : Be eases ts 
Have him send me _____- cartons (packed one dozen secs of assorted sizes to the carton). 
IN i ake Ss nis i ee a sk en ste ws Re -dp tas ine > So aes ee PD cm sa ink Sern es pines hn “ey 0h "Gs a Se se cm rm ei ete a Tea peda Ss 
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The merest whisper that marks the closing of screen doors controlled by Norton 
Screen Door Closers shouts a message of Spring and Summer Profits to you. 


ES SREY 





yop 





When the weather gets warm and screen doors come into use, cash in with 
Norton Screen Door Closers. The Norton is the best screen door closer value 
on the market. Its controlled closing action silences slamming, banging screen 
doors ... A powerful steel spring works against constant, pneumatic pres- 
sure. Instead of slamming shut or swinging open, Norton-controlled screen 
doors close smoothly and silently. 

Listing at around $2, the Norton Screen Door Closer is a fast moving 
spring and summer leader that brings lots of extra business into your store. 
And the profit on this item fully justifies its being featured. Attractive 
bright brass lacquered finish— packed in a neat green carton, that makes an 
attractive shelf display. Stock and display Norton Screen Door Closers. 


NORTON DOOR CLOSER COMPANY 
Division of The Yale & Towne Manufacturing Company 


2900 North Western Avenue, Chicago, Illinois 


NORTON 
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Not How Much 
But How Good 


HE metal used in our Tubular 

and Clinch rivets is absolutely 
“right,” for quality has always been 
our first consideration. Great care is 
exercised in the fabrication of the 
metal into the finished rivets insuring 
driving and setting qualities that have 
never been excelled. You can recom- 
mend our product to your customers 
without fear of apology or regret. 
Quality holds goodwill—and allows no 
chance for complaint. 


Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


“. Olpproved!/ 


——— by the keenest 


buying brains in the country 


TUBULAR RIVET & STUD 


BOSTON ' 






‘The largest 
factory inthe 
world devoted 
lo the manu~ 
facture of 
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Hardware Dealers Are Losing Millions of 
Profitable Business Each Year 


E. B. GALLAHER 
Treasurer, Clover Mfg. Co. 


Editor, Clover Business Service 





It is amazing to find how little metal-cutting-cloth business passes through 
the hands of the retailer—most of it goes directly from the manufacturer or whole- 
saler to the machine shop, large and small. 


as I have proved to my own satisfaction that the 
| ECONOMY ROLLS AND 
A DOZEN SHEETS OF 
ALUMIN OX|DE CLOTH, 







SORRY OLD MAN 

HAVENT GOT EM! 

WAT D* y” MEAN 

ALUMINOUS OXIDE? 
a Ye) 






reason for this is a lack of knowledge of the various 
abrasive materials in use—the work to which each is 
best suited—and the dealer’s lack of ability to recog- 
nize the thirty odd trade names under which the 
three shop abrasives are sold. (Gree SOREN 


















SELL 
A live dealer, with accurate donor Novis ano aneeeee 
information and a small stock WE WAVE EN ASTOCR, [You CARRIED EM 
of the right materials, can easily 
bid for and get a large per- 
centage of his local shop trade—it is very profitable. 
So, I have prepared and had copyrighted a plan which I call— 


“Clover Plan for Dealer Distribution of 
~ Metal-Cutting Cloths” 

It is brief, right to the point, 
and gives you all the information and machinery neces- 
sary to allow you to go out and get your local shop trade 
in metal-cutting cloths. 


Just write me for my “Plan” and you will get the whole works— 
and, by the way, if you want me to send samples of Clover Color- 
Stripe papers and cloths, just tick 
them off on the attached coupon. 


I may be biased, but I think they Z ps pant 
: ; 


CLOVER RS 


Dive ne 















SURE—— THAT'S ALUPINOUS OXIDE 
HAVE YOUGOT \ | USED FOR CUTTING HARD METALS 
WE CARRY CLOVER YELLOW STRIPE 
?} \ALUMINOUS CLOTH —ThE GEST 








| Address 


i are just a wee bit better, and you’ll 

& find the price is right. 

; | E. B. GALLAHER: 

| CLOVER MEG. CO., NORWALK, CONN., U.S. A. | Clover Mfg. Co., Norwalk, Conn. 
Q | SINCE 1903 Be 

2 | Sample Emery Cloth 

: SANDPAPERS Sample Aluminous Oxide Cloth 
4 METAL-CUTTING PAPERS AND CLOTH | Z 

ig | Sample Sandpaper 

: AUTOMOBILE NICKEL PASTE a : 

4 METAL POLISHES i 


CLOVER GRINDING AND LAPPING COMPOUNDS 


Character 
|| of Business 
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EAD in the homes and 
offices of thousands of 
actual and potential file users, 
our National Advertising 
may well be called the“Inside 
Story of Nicholson Files.” 


This year, the “Inside Story 
of Nicholson Files” is appear- 
ing in such magazines as 
the Saturday Evening Post, 
Collier’s, Country Gentle- 
man and Popular Science 


Monthly. It is also told in a 
group of state farm papers, 
in forty of the more import- 
ant newspapers and the 
trade and industrial press. 


Let this advertising make 
money for you. Carry Nich- 
olson Files in your store— 
in shapes and sizes for every 
demand. 


NICHOLSON FILE CO. 


Providence, R.1., U.S.A. 


NICHOLSON FILES 


sey 


OSA. A FILE FOR EVERY 


PURPOSE 


"Ze side Story “NICHOLSON FILES” 
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Stranded in a Small town... 
He kept both F284gements by [ clephone 

















A PLANT superintendent of a large tire company 
was on a business trip in Canada. He missed his 
connection and was stranded in a town with one 
train a day. Two important engagements loomed 
ahead—one in Toronto, the other in New York. 
He thought of the telephone. He called the two 
cities. He completed his business so satisfactorily 
in both places that neither of the trips was 
necessary. 

The telephone is always ready to put im- 
portant things through. A man in St. Louis was 
too busy to go to Memphis and back. He made 
the round trip by telephone. It resulted in $1400 
worth of business. 

A Seattle lumber company received a 
carload order on condition that it could be 
shipped in five days. Special items had to 








be cut. A telephone call to Portland, costing 
$1.15, found a mill that could do the work. The 
car was shipped in time. 

A Minnesota commission house invested $43 .60 
in nine Long Distance calls to five cities and sold 
60 carloads—$24,840 worth—of potatoes. 

What delay, worry or expense could you save 
today? Is there a misunderstanding to be ad- 
justed, an important sale or purchase hanging 
fire? Calls are cheap. 

Typical station to station day rates: Chicago 
to South Bend, 6o0c. Peoria to St. Louis, goc. 
Cleveland to Philadelphia, $1.60. Pittsburgh to 
St. Louis, $2.35. Boston to Chicago, $3.25. 

Out of town calling is quick and calling 
by number takes even less time. Bell Tele- 
phoneService. Quick. Inexpensive. Universal. 
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MADE BY TRIMONT--- BACKED BY TRIMONT 






















ANDO STILLS 























ERE are two Stillson Wrenches covering a wide 

range of sizes and a wide range of prices. Both 
of them are backed by TRIMONT MFG. CO., INC., 
makers of well known TRIMO Tools. 


TRIMONT Manufacture means unquestioned quality. 
TRIMONT backing means hearty customer acceptance. 






TRIMO 
. Pipe Cutter 
You can’t go wrong on a Wheels 


wrench that TRIMONT 


makes and advertises. 7 °o oO 
one wheel or a 
three wheel cut- 





ter, because rolls Made of Chrome-Vana- 
and wheels are dium Steel with smooth 
interchangeable. 











or tooth edge, to fit 
Trimo, Barnes, Saun- 
ders and Crown Cutters. 








TRIMO 
TRIMO Saunders Cutter 
Pipe Vise 7 
"ie dsectescaneeethoowing 


screw rod at all times, 
The jaws are of thus saving time in put- 


















sect with Sucly | Sng the cater om TRIMONT MFG CO., INC. 
milled teeth. off a pipe. 









Two bolts secure 
each jaw for 
rigidity. 


Roxbury (Boston), Mass. 








Makers of 


Trimo 


TOOLS 
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It’s the Local Strength 
of National Advertising 





ATIONAL advertising moves mer- 

chandise into your store. It is on the 
strength of national campaigns that you 
are most frequently induced to stock 
and display merchandise. 


’ ’ ’ 


But only ¢he circulation of that national 
advertising concentrated in your trading 
territory can help in moving that mer- 
chandise out of your store. 


ss ’ ’ 
The American Weekly is the only pub- 


lication that blankets nationally and 
dominates locally. 


What is The American Weekly? 


The American Weekly is the magazine 
distributed through seventeen great 
Hearst Sunday newspapers from seven- 


that HeLtps You 


teen principal American cities.* It con- 
centrates and dominates in 485 of the 
Nation’s 784 towns and cities of 10,000 
population and over. 


Y Y ’ 


In each of 153 cities, it reaches 
one out of every two families. 

In another 119 cities, it reaches 
from 40 to 50%. 

In an additional 108 cities, it 
reaches from 30 to 40°. 

In 105 more cities, it reaches 
from 20 to 30%. 


i Y by 


And in thousands of other populous 
areas, almost 2,000,000 additional fam- 
ilies buy and read The American Weekly 
— making a colossal national total cir- 
culation of 5,646,898, the greatest and 
the most responsive circulation of any 
publication in the world! 


> > ‘ Pl 
*Albany ° 
pcan in the World uae 
Baltimore a7 
Boston YY 
cen Main Office: 9 East 40th Street New York City go™ 
Los Aageles ne) The American Weekly 
Milwaukee 2 C 9 East 40th Street 
k . 
ao Branch Offices: y* New York City 
Pittsburgh Wrigley Bldg., Chicago se Please serd me a copy of the American 
Rochester 5 Winthrop Square, Boston Pa ete and a statement of its circulation in 
my trading territory. 


753 Bonnie Brae, Los Angeles 
222 Monadnock Bldg.. San Francisco 


San Antonio 
San Francisco 


Seattle 1138 Hanna Bldg., Cleveland 
Syracuse 101 Marietta St., Atlanta 
; Washington 12-231 General Motors Bldg., Detroit Y 


“ 


© 1929 by American Weekly, Inc. 


Address 








THEANERICAN PA 





ses fee 588 “te re raphy: woae Tt 


saat Town State 


CRE A eer trait en Ti ts Samara 
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“WORLD’S STANDARD OF ACCURACY” 


BROWN & SHARPE TOOLS 
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The Shipping Board Lines 
V'sted here, comprising a fleet of 256 ves 
sels, afford complete shipping facilities be- 
ween Atlantic Coast and Gulf ports and 
ports in every part of the world. 


*AMERICA FRANCE LINE 
42 Broadway, New York City 
N. Atlantic to French Atlantic ports 


*AMERICAN BRAZIL LINE 
17 Battery Place, New York City 
Atlantic ports to ports in Northern Brazil 


*AMERICAN DIAMOND LINES 
89 Broadway, New York City 
North Atlantic Ports to Holland and Belgium 


DIXIE UK LINE 
New Orleans, La. 
New Orleans to United Kingdom 


AMERICAN MERCHANT LINES 
17 Battery Place, New York City 
Passenger and freight services to United Kingdom 


*AMERICAN PIONEER LINE 
11 Broadway, New York City 
North Atlantic ports to Orient, India 
and Australia 
Periodically this line conducts an around-the- 
world service via the Suez Canal 


DIXIE MEDITERRANEAN LINE 
New Orleans, La. 
New Orleans to Mediterranean ports 


GULF BRAZIL RIVER PLATE LINE 
Hibernia Bank Bldg., New Orleans, La. 
Gulf ports to east coast of South America 


MISSISSIPPI VALLEY EUROPEAN LINE 
Hibernia Bank Bldg., New Orleans, La. 
New Orleans to French and Belgian ports 


YANKEE LINE 
110 State Street, Boston, Mass. 
North Atlantic ports to German ports 


GULF WEST MEDITERRANEAN LINE 
917 Whitney Building, New Orleans, La. 
Gulf and South Atlantic ports to ,Portuguese, 
Spanish, and North African ports (west of Bizerta) 


MOBILE OCEANIC LINE 
Mobile, Ala. 
Mobile and Eastern Gulf ports to United 
Kingdom and continental European ports 


AMERICAN GULF ORIENT LINE 
917 Whitney Bldg., New Orleans, La. 
Gulf ports to Orient and Dutch E. I. 


AMERICAN REPUBLICS LINE 
83 Broad Street, Boston, Mass. 
N. and S. Atl. ports to Brazil and River Plate 
ports, east coast of S. America 


ORIOLE LINES 
Citizens Natl. Bank Bldg., Baltimore, Md. 
North Atlantic ports to west coast of 
United Kingdom and Irish ports 


SOUTHERN STATES LINE 
925 Whitney Central Building, New Orleans, La. 
New Orleans and Texas ports to German 
and Holland ports 


TEXAS MEDITERRANEAN LINE 
Cotton Exchange Bldg., Galveston, Tex. 
Texas ports to Mediterranean ports 


TEXAS UKAY LINE 
Galveston, Texas 
Texas ports to United Kingdom ports 


TEXAS STAR LINE 
New Orleans, La. 
Texas ports to French and Belgian ports 


UNITED STATES LINES 
45 Broadway, New York City 
Passenger, mail, freight service to 
England, Ireland, France and Germany 


*Accom dati ilable for a limited 
number of passengers on these lines. 

















“A MERCHANT MARINE is essen- 
tial to the future welfare of the 
United States. We need and must 
have great fleets of steamers.” 


F. EDSON WHITE 
President, ARMOUR & COMPANY 


E have an American Merchant 

Marine... one to be proud of 
... one that in equipment, person- 
nel and ability ranks with the finest 
in the world. It is made up of the 
hundreds of speedy, modern ves- 
sels in the 20 lines operated for 
the United States Shipping Board 
and the many lines, now privately 
owned, whose development has 


been aided by the Shipping Board. 


This great American-flag fleet has 
been built to meet the ever-in- 
creasing needs of our industries. 
Every year it has improved in the 
services it offers. It has grown in 
size and strength. Its scope has 
been increased. Its schedules have 
been improved. Today, it offers 





We have the greatest industries in the world, the 

greatest trade, and the greatest need for shipping 

facilities. Our Merchant Marine should be the 

greatest. And it will be . . . when American Busi- 
ness gives first choice to American ships! 


manufacturers and producers the 
finest overseas transportation 
obtainable. 

In speed, safety and economy 
American ships provide the maxi- 
mum in ocean transportation. In 
the matter of service, they offer 
unique advantages—for, available 
to users of the Shipping Board 
lines, are the advice and counsel 
of-the experienced American 
operators of the Merchant Fleet 
Corporation. These experts will be 
glad to give you advice that will 
prove of value in opening up new 
tradechannels,aswell asin develop- 
ing your present foreign markets. 

Write for full information about 
ships, rates, dates of sailing, etc. 





UNITED STATES SHIPPING BOARD 
MERCHANT FLEET CORPORATION 


WASHINGTON, D. C. 
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Our Galvanized Hardware Cloth Is Durable 





When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 

One reason for this durability is because the 
wire is 


Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 

We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 

Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
4, % and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 

Screen Cloth 

Poultry Netting and Staples 


Write your Jobber for full information 
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Starrett Uni- 
versal Surface 


Gage No. 257 





Starrett 
Combination Square No. 94 


Starrett Dividers af 
: Starrett 
Aluminum 
Line Level 
No. 108 


Starrett 
Stainless 
Steel Tape 

No. 520 





Starrett Micrometer No. 230 





Do you know the expert tool users in your locality? 


Do they know your store is headquarters for Starrett Tools? 


A “yes” to these two questions means real volume and profit. 
Are you displaying Starrett Tools and is your stock 


complete? 
Write for the Starrett Catalog No. 24“A’and information on 
Starrett display material. 


Ee) Starrett Vernier 
i Calipers No. 122 
















Starrett Level 
No. 132 


Z 


Starrett Hacksaw 
Frame No. 153 





Starrett Scraper 
No. 181 





No. 224 AA 








Starrett Micrometer 










2886 
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merican 
Hexagon 


Poultry 
“Netting 


OTALWII EAA MEAL a 
or after Weaving , 


Keeps out Prowling Animals 


SAMECMICIN Hexagon Poultry Netting 


American Steel & Wire Company 


Subsidiary of United States Steel C rporation 








The Sign of Quality | 
-and Profit 


If your good name and profit mean —in looks—in dollar for dollar value. 

anything to you, you cannot afford to Guaranteed full weight—full gauge 

overlook quality in the articles you sell. | and length. Rolls flat and stretches 
| Remember, your repu- up even. 





tation is bound up in the Sell American Hexagon 


products you sell. Poultry Netting — guar- 
Here is a netting with anteed to satisfy your 
a hundred years of wire- customers. 


making experience in it. All the resources of the 





A hexagon netting that no American Steel & Wire 








i a Ameri H Poultry Net- 
poultry netting sold any Auedieng Bompon Poste Tet Company are pledged 
b foches, Special widehs to order up ak d thi 
where— y anyone—at any — inches. In Rolls of 150 lin- to make goo 1S guar 
. . . eal feet. 
price, can surpass in service antee. 





American Steel & Wire Company 


Subsidiary of United States Steel Corporation 
208 S. La Salle Street, Chicago 30 Church Street, New York 


Other Sales Offices: Boston Cleveland Worcester Philadelphia Pittsburgh Buffalo Detroit Cincinnati Balttmore 
Wilkes-Barre St.Louis Kansas City Minaeapolis-St. Paul OklahomaCity Birmingham Atlanta Memphis Dallas Denver Salt Lake City 
U. S. Steel Products Company: San Francisco, Los Angeles, Portland Seattle Export Distributors: United States Steel Products Co., 30 Church St., New York 
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You can satisfy them all with 


Hx: a tough and ready trio... . . that will satisfy any and all 
demands from your customers. “Moly” (H. K. Wood’s Mo- 
lyb-den-um Steel Shovel) easily stands up under the hardest usage 
and abuse. ‘“‘Moly” is the old, rugged champion . . . often chal- 
lenged but never outshoveled. 

Second only to the famous “Moly” is “Big Fist”, the new specially 
heat-treated shovel. ‘Big Fist’ rules the medium price class by 
right of its superior grit and strength. 

Last, but the top-notcher in its class, is “Piqua” .. . . a sturdy non- 
heat-treated shovel, the best of the low price shovels. 

The Wood Shovel and Tool Company now offers in this husky 
trio, the right shovel for every purpose .. .. at just the right price! 


THE WOOD SHOVEL AND TOOL COMPANY 
Piqua, Ohio, U.S. A. 


Woods 
“Moly-Bie (3 Fist-Piqua 














Nationally 
cAdvertised 


Shovels -Spades -Scoops 
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WHEN A MAN 
IS INTERESTED— 


That’s the time 
7a 


to sell him! 


SINCE the profits of his business are in direct pro- 
portion to his merchandising ability, the progressive 
hardware merchant or jobber is particularly inter- 
ested in whatever will enlarge his capacity to sell 
more goods at a fair profit. 








Each year, at the Retail Hardware Convention, the 
keenest minds in the business are convened to discuss 
and solve the problems confronting contemporary 
merchandising. 


This year the convention will be held in Oklahoma 
City during the week of June 24th-28th. Every retail 
hardware merchant, every jobber and his salesemen— 


ae * readers of HARDWARE AGE— is vitally interested 
in the solution of the problems that will be con- 
sidered. 


They know that every valuable detail will be most 
completely and graphically presented for them in the 
CONVENTION NUMBER of HARDWARE AGE 
issued on July 4th. Consequently 20,000 retailers 
and jobbers and their salesmen will read this issue 
from cover to cover. 


What an opportunity to get your sales mes- 
sage over to these men just at a time when 
their merchandising interests are particularly 
heightened! 


There is no, advance for space in this important issue. 
You can’t afford to miss it. 


inal forms lose June 25th but we recommend that 
you have your copy in not later than June 13th, so 
that proofs may be submitted to you for approval 


Send copy direct to: 


Advertising Dept. 
HARDWARE AGE 


239 West 39th Street 
> New York, N. Y. f 











RETAIL CONVENTION 
NUMBER +» PUBLISHED JULY 4 
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The Main Idea . 
in Hardware Retailing today 
Says Henry Brown, Jr 








“Form the habit in people’s 
minds of coming to your store 
for every hardware need.”’ That 
sounds simple. And it isn’t. 
Forming people’s habits for 
them is a mighty delicate task. 


Almost at the top of the list 
of things that keep people com- 
ing back is: A pleasant impres- 
sion gained on the last visit. 


The surest way to give that im- 
pression is to Warrenize. A 
store well arranged according 
to the counsel of Warren Store 
Engineers and well furnished 
with Warren Sho-well Fixtures, 
not only pleases the customer’s 
eye, but aids you to give him— Clark-Darland Hdw. Co., McAlester, Okla., 

or her (don’t forget the ladies) ‘ . 

—the efficient service that is Establishes Itself as a Shopping Center. 
pleasantly remembered. “Weopened ... . inarather out-of-the-way location, from 


Find out about toning up your the standpoint of the shopper,” says Mr. Corllott, of this 
company. “But it has been our effort to make our store 


store to draw more trade, tun- : ; 
ing it up for greater sales. Use not only convenient, but sightly. As a result, many women 
the coupon below. drive or walk to see the interior of our store and to buy. 

Every month since the installation of Warren fixtures has 


J. D. WARREN MFG. CO. shown an increase in volume.” 


208 W. Washington St., 
CHICAGO, ILL. 








No. 1G884-A—Made of Southern White Oak and 
3 ply Western Fir—84% in. long, 30% in 
wide, 34% in. high—Medium Tavern Oak Fin- 
ish—and furnished with 39 Bulb Edge Glass, 


Adjustable Compartments Shipped 
knocked down to save freight. Eas- yl 


ily att we Net BRR. oc ccccciccs 


SECTIONAL DISPLAY FIXTURES 


J. D. WARREN MFG. CO., 

208 W. Washington St., Chicago, Ill. 

We want to know more about Warren ‘‘Sho-well’’ 
tures. Please send us: 





Fix- Name 


[] The Warren ‘Sho-well’’ Fixture Catalog. Sica daill 
stree é aress 

{[] Nail Bin Counter Folder. 

[] “Sho-well’’ Display Table Folder. 


[] Information Sheet for Suggestive Store Arrangement. 
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U.B.P. Publications Broadly 
Cover the Following 
Industries and 
Trades 

Metal Trades 

Iron Age 

Hardware Age 
Hardware Age Catalog 


Textile 
Dry Goods Economist 








Selling to 






Retailers and 










Wholesalers Dry Goods Reporter 
: Drygoodsman 
Every Kind of Pacific Coast Merchant 
Dry Goods Reporter Wholesale 
Merchandise Shoes 
Boot & Shoe Recorder 
Sold or Used Jewelry & Optical 
Jewelers Circular 
by Them Optical Journal 






Jewelers Circular Buyers Direc- 
tory 






Automotive 
Automotive Industries 
Automobile Trade Journal and 

Motor Age 

Motor World Wholesale 
Commercial Car Journal and 

Operation & Maintenance 
Automotive Industrial Red Book 
Chilton Catalog & Directory 
Chilton Aero Directory and 

Oil Catalog 


Oil Field Engineering 
Petroleum Register 

Allen’s Superintendents Hand 
Book 


















Toys 

Toy World 
Plumbing & Heating 

Sanitary & Heatirg Engineering 








Warehousing 
Distribution & Warehousing 






Insurance 
Spectator 







Controlled by the 


United Business Publishers, Inc. 
239 West 39th Street New York City 


OFFICERS: 
A. C. Pearson, Chairman C. A. Musselman, Vice-Pres. 


F. J. Frank, Pres. Arnold L. Davis, Sec’y F. C. Stevens, Treas. 
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PHILADELPHIA 


TU TEIUE 


EX TE IETLIE IDTV ISTO 
IBMANN TE TES TTTHTE AA\ ANTRTICTE TD 


for 


Practically every worth-while department, dry goods, 
specialty apparel, and general store, and dry goods whole- 
saler throughout the U. S. is reached by the publications of 
this division. 


Dry Goods Economist, national weekly, for departmentized 
stores everywhere, 


Dry Goods Reporter, monthly, for the medium-sized and 
smaller stores of the great Central West, 


The Drygoodsman, monthly, for the medium-sized and 
smaller stores of the South East and South West, 


Pacific Coast Merchant, monthly, for intensive coverage of 
the smaller stores and wholesalers west of the Rockies. 


Dry Goods Reporter Wholesale, quarterly, published ex- 
pressly for dry goods wholesalers and their salesmen. 


The influence of these publications is of tremendous signifi- 
cance; the stores which they cover do seven-tenths of the 
business of this kind in the cities and towns in which they 
are located. 


Any part, or combination, of the Textile Division papers is 
alone an effective advertising power ; as a whole, they provide 
a marketing strength of unequalled coverage and resource- 
fulness. 


Controlled by the 
United Business Publishers, Inc. 


Complete information through these offices: 


BOSTON PARIS, 








Department Store Merchandise 


239 West 39th St. 215 South Market St. 1627 Locust St. 
NEW YORK CHICAGO ST. LOUIS 
. : J. K. Evans & Assoc. 
eam boa Rael 935 Western Pac. Bldg., 
‘ aaa SAN FRANCISCO 
214 South 12th St. 80 Federal St. 2 Rue des Italiens 


FRANCE 
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1929 is seeing a new pathfinder 
in the gasoline stove field. Nesco 
Saftematic is leading the way. 


The reason is simple enough — 
selling features that have never 
before been found in any gasoline 
stove—features that are absolute- 
ly amazing. 

It is positively impossible to flood 
the burners under any conditions! 





Saftematic control automatically 
shuts off the fuel supply if the 
generator burner flame is acci- 
dentally extinguished! Nesco Saf- 
tematic Stove lights instantly! 


Sold only through Authorized 
Dealers — one to a community. 
Seldom is such a wonderful sales 
opportunity offered. Write for 
full details. 


NATIONAL ENAMELING AND STAMPING Co., Inc. 


13 TWELFTH STREET 





NESCO 


“The stove with a brain” 


Factories and Branches: Milwaukee, New York, Baltimore, Granite 
City, Ill., Chicago, New Orleans, Laurel Hill, L. [., 


£:) 


MILWAUKEE, WIS. 


Philadelphia. 


tem matic 














eo GASOLINE 
STOVES & RANGES 








ERP saci ha SN Re NN = 








HARDWARE AGE for JUNE 6, 1929 31 














Lupton Steel Display Tables and Wall Display Cabinets used in Lasiter Brothers hardware store, Greenwood, Ind. 








MAKE YOUR STORE A CATALOG 


SUPPOSE you drew a map of your store floor and 
divided it up into square feet. Then suppose you 
figured out how much profit each of these square 


feet was making for you—colored 
the working squares green like 
dollar bills, and the lazy squares red 
for danger. How much of your store 
would be in the red? 

The secret of successful merchan- 
dising is in keeping all the square 
feet in the green. If they are to be 
producers, they must have maximum 
sales-appeal. Counters and shelves 
must be arranged so that they invite 
the customer’s eye. Goods must be 
placed where they can be easily 
inspected. 

Lupton steel hardware equipment 
converts your store into a giant cata- 
log which displays every item of your 
merchandise to full advantage. Dis- 
play tables are finished in an espe- 
cially selected green and 
erange which focuses 


OF COUNTERS 


attention on the goods to be sold. Kindred items 
have been grouped to save several minutes in 
serving customers, and to prevent shortages and 























Lupton Screen Wire Rack prevents 

broken or dented screen wire. Con- 

venient, neat in appearance, time- 
saving. 


LOoPTron 


unbalanced stocks. Shelves have 
been planned to hold maximum con- 
tent and to serve as upright counters. 
Lupton steel equipment has the 
further advantages of being fire and 
vermin proof. It is quickly adjust- 
able, and has an attractive, business- 
like appearance. 

Why not have our merchandising 
engineers go over your store plan? 
They are specialists who have made 
a comprehensive study of hardware 
merchandising. They will be glad to 
recommend a stock-arrangement 
which will give you full display 
value for your goods, and put each 
square foot to work. Have the Lup- 
ton representative call and explain. 
Write to David Lupton’s Sons Co., 
2211 East Allegheny Ave- 
nue, Philadelphia, Pa. 


WHERE STEEL IS FUSED WITH SINCERITY 
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‘Sweeping’ Facts 


The Only new fundamental principle in sweeper construc- 
tion and action produced in a generation is Bissell’s “Hi-Lo” 
Brush Control—and this is the only construction which 
increases the brush action. 


The Only sweeper having the universal acceptance of the 
public is Bissell’s. 


The Only sweeper, therefore, which is most readily and 
profitably sold and satisfactorily used is Bissell’s. 





‘*Hi-Lo” Brush Control 
— the only construction 
in which the brush it- 
self has movement. It 
is actuated by rocking 
levers connected to the 
spring mounted wheels. 


BISSELLS 


The Trade Mark that has meant “sweepers” for over 50 years 


& |($# “Hi-Lo” Brush Control 
~. doubles the brush ac- 
tion and lessens effort 
one-half. Sweeps every 
surface—easier. 





BISSELL CARPET SWEEPER CO., GRAND RAPIDS, MICH. 
New York City Office and Export Dept., 46 West Broadway 
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It Offers You a Change in Sales Pace 


Do your customers want a medium priced gas range 
of high quality—a heater of economical fuel consump- 
tion—the best gas range made—or a coal range of ex- 
ceptional beauty? 


Here is an attractive, 48 page book in colors, listing 
them all, showing the profitable Favorite line which, 
for eighty-four years, has been accommodating itself 
to the demands of any pocketbook—large or small. 







5 We are reserving a copy for all our dealer 
friends—just sign and mail the coupon today— 
there is no obligation—your book will be sent at 
once. 


Favorite Stove & Range Company 
Piqua, Ohio 


Gentlemen: 

: At no obligation, send me a copy of your new 48 page book 
in colors, describing the Favorite line which is selling so 
rapidly everywhere. 


FAVORITE 
Stoves & Ranges 
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Everybody 
can’t go 
YACHTING-—- 


—an amazing number of folks 
have to stay at home and swel- 
ter. But not for long. The 
breezy Robbins & Myers 
national advertising now run- 
ning is teaching millions that 
cool seashore comfort can be 
had quickly by ’phoning the 
nearest dealer for “the fan with 
the flag.” 

































These stifling stay-at-homes are 
“red-hot” prospects. Make sure 
of their business by using the 
new R&M sales-creating dealer 
helps, described in our new 
booklet ‘‘Sales-Makers for 
1929.” It’s free. Write for yours 
today. 


RxM Fans owe their fine per- 
formance to 31 years’ precision 
manufacture. Quiet, sturdy, 
neglect-proof—they increase 
your reputation for handling 
quality merchandise. 





Robbins & Myers, Inc. 
Springfield, O.; Brantford, Ont. 


obbins & Myers 


Fans and Motors 








The Sign of a Breeze 
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Bolts and Wuts=— 


Handmaids 


RANSLATING into stark reality the 

nebulous dréam of the inventor, tieing to- 
gether the first vague model of his great idea, 
are the humble handmaids of mechanical science 
—bolts, nuts and rivets. 


Since the golden days of “‘ Darius Green and his 
Flying Machine,” when every inventor had in 
his workshop a model of an airship or a per- 
petual motion machine, down to today’s reali- 
zation of some of the most improbable of the 


Lm gia gigs 


Bois. 


inventor’s dreams, bolts and nuts made by Rus- 
sell, Burdsall and Ward have been an integral 
part of the mechanical history of this country. 


The reason is not hard to find—since 1845 
these bolts and nuts have always been known as 
the best. Today the Empire New Process Bolt 
with its threads of gauge-like accuracy and its 
high tensile strength, and the Empire cold- 
punched steel nut are the recognized standards 
of the world. 


of Invention 


For sale by reliable jobbers and dealers. 
Samples for testing will be furnished manufacturers. 


RUSSELL, BURDSALL & WARD 
BOLT & NUT CO. 


PORT CHESTER, WN. Y. 
ROCK FALLS, IDL. » >CORAOPOLIS, PA. 


Sales Offices: 
Philadelphia Chicago Detroit San Francisco 
Los Angeles Seattle Portland 





AND KRaiwvkrs 











This advertisement is one of a series appearing every month in THE SATURDAY EVENING POST 
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TRADE MARK REG. 


SOLES““HEELS 
56% Profit 


on an investment 
of $17.30! 
You get the Cabinet FREE 


A New Self-Sales Idea Your 
Customers Will Welcome 


The cabinet contains a fast-selling assortment of 
PANCO half-soles, heels and soling strips for 
men and boys. It is nicely stained and finished 
and makes an ideal display unit. You will be 
glad to give it a prominent place in your store! 
Panco soles and heels are nationally advertised 
and known. Unusually comfortable, healthful 
and durable. Outwear best leather 2 to 1. 


Cabinet and contents cost you $17.30— 

' you get $27.00. Your profit $9.70. Terms 
5% cash——30 days net. Order from 
your jobber or direct. 


PANCO RUBBER CO. 
Whlag CHELSEA, MASS. 
ep 














PANCO RUBBER COMPANY- CHELSEA, MASS. 
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THE 





NEW MeKINNEY 
CYLINDER PADLOCKS 


oe in their polished 
chrome jackets, the new 
McKinney cylinder padlocks 
prove once again that the hard- 
ware trade is quick to recognize 
Sales Appeal when a new arti- 
cle with outstanding advan- 
tages is presented. These 
brutally strong padlocks — 
hammerproof shackles case 
hardened against hacksaws, 
sparkling like a fine piece of 


create trade sensation 


silverware — have caught on 
with a bang. Structurally they 
set an unbeatable standard of 
security. Their beautiful pol- 
ished chrome finish fills the 
eye. They are a fine job from 
every standpoint and deserve 
a place on your counter. Your 
jobber already has them for 
you—or will have them very 
shortly McKinney Mfg. Co, 
Pittsburgh, Pa. 


McKINNEY PADLOCK FEATURES: One piece Cast Cases of 
special alloy metal—Case Hardened Spring Shackle—5 Tumbler 
Cylinder — 200 Key Changes which comply with Underwriters’ 
requirements—2 Nickel Plated Brass Keys furnished. Keyed alike 
to order, but cannot be master keyed — Chrome finish over 


~~ 


nickel plating — Packed in individual boxes with two keys. 





Made in 3 sizes, for all uses. 


Size Consumer 
No. Inches Price 
7001 1% $1.00 each 
7002 1% 1.25 each 
7003 2 1.50 each 


Packed with two keys, in individual 
boxes, black and orange. 


Six Padlocks of one size in Counter 
Display Carton, as illustrated. Order by 
number. 


Also, One Dozen Padlocks, assorted, 
packed in similar display carton. 


Catalog number of assortmentis No.7100. 
Assortment includes : 


Size Consumer 
Quantity No. Inches Price 
7001 1% $1.00 each 
6 7002 1% 1.25 each 
2 7003 2 1.50 each 


Ask for thustrated catalog pages for your 
salesmen’s catalogs. 
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By LLEW S. SOULE 





YOUR FIRST BIG JOB 


OTHING is more important to the indepen- 
dent retail hardware merchant than the 
proper training of his salesmen. His future 

hinges on sales, and sales can only come through 
intelligent selling effort, properly directed. The 
highest priced man in your store is the clerk who 
only “waits on” customers; whose idea of sales- 
manship is merely to hand out the merchandise called 
for and say: “Will that be all?” 

Now don’t misunderstand me. There is such a 
thing as automatic selling, and it has its proper place 
in every store. However, automatic selling should 
be done through inanimate sales mediums. Your 
advertising, your window displays, your display 
tables should do the automatic selling for you. That 
is their function. Your flesh and blood salesmen 
should do constructive, live selling, because profits 
are usually low in items which require only display 
or price to sell them. 

Chain stores are operated largely on a basis of 
automatic sales. They are geared to such sales. 
Their policy is to carry a great variety of low 
priced, narrow margin items, which, if displayed, 


will sell themselves. Their so-called “sales people:* 


are not expected to sell goods. Their function is 
to hand out the merchandise selected from the dis- 
play, as quickly as possible. Their profit comes 
from a tremendous volume of such automatic sales. 

Few, if any, independent retail hardware stores 
are equipped to handle that kind of business on a 
profitable basis. Few, if any, could attain enough 
volume on that type of merchandise, to insure a 
profit. Few, if any, could continue to operate with 
that type of “sales people.” 

At least 50 per cent of the items carried in a 
modern hardware store require special knowledge 
or special service, in order to be sold and stay sold. 
The chain store type of “sales person” would, 
through ignorance of the goods, drive out of hard- 
ware stores those customers who come seeking 
knowledge and service. As a result the business 
which started as “hardware” could soon become only 
an imitation chain store business, without the variety, 
price or volume necessary to make it profitable. 

Again I say: do not misunderstand me. You 
should carry sufficient low-priced, narrow margin 
merchandise to show people that you can sell as 
cheaply as any one. But—such merchandise should 


be made to sell itself. Your flesh and blood sales- 
men should use it for comparative purposes, in order 
to sell better merchandise carrying longer margins. 
They can do it if they are properly trained. 

How can the independent merchant train his em- 
ployees to sell? There are several ways, and they 
all circle around a regularly conducted store meet- 
ing. I say regular, because the spasmodic, occa- 
ional store meeting will not suffice. Set a regular 
definite time for store meetings and insist on 
attendance. Make it pleasant énough so the em- 
ployees will attend it willingly. Plan definite, con- 
structive programs. Let every employee have a free 
voice in the discussions. 

Have the traveling salesmen who sell you your 
supplies reach your employees to resell profitable 
items. Have him tell them how each article is made, 
and why it is so made; what it is made of, and why; 
what its uses are; how it should be operated and 
cared for; why it will fill its purpose better than 
other similar articles; why it is worth the price 
asked. Also have him tell your employees some 
interesting fact in connection with its manufacture 
or sale. At the following meeting have your em- 
ployees demonstrate their knowledge in sales talks 
covering the points brought out at the prior meeting. 

Carefully list the profit bearing items in your 
stock, and through a series of meetings teach your 
employees to intelligently sell eath one of them. It 
may seem like a slow process, but it is a sure one— 
one that will build both sales and profits. Teach 
your salesmen to sell your services, your methods 
and your personality, as well as your merchandise. 
The chains cannot meet your competition on those 
items. 

During the past five months I have attended a 
great many hardware conventions. In every one 
of those conventions I have heard hardware mer- 
chants talk on the need for training salesmen. But 
—I have heard similar discussions for the past 
twenty years, and the bulk of hardware salesmen 
are still untrained. Meanwhile profits in hardware 
stores have steadily declined, due largely to that 
lack of training. 

When you have well arranged stores, and are in 
position to merchandise efficiently through trained 
salesmen, you can demand price, and get it. 

Your first job is to build salesmen. 
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URING the 

last  forty- 

four years 
the A. W. Gerstner 
Co. at 634 Eighth 
Avenue, New York 
City, has faced 
and overcome many 
discouraging busi- 
ness conditions. In 
the years imme- 
diately prior to the 
war the cabinet- 
makers, who for 
many years had 
thickly populated 
the neighborhood, 
were forced to 
move, due to an increasing demand for large garment 
manufacturing plants in this locality, adjacent to Times 
Square. The moving of thousands of residents from 
the blocks surrounding the store and the erection of 
many new plants and office buildings brought about 
an alarming reduction in sales from “store” trade. 





Then, after a score of years with- 
out serious competition from price- 
cutting merchants, who were un- 
known to the neighborhood, there 
suddenly developed near the Gerstner 
store several stores which adopted a 
price-cutting policy on practically all 
standard merchandise. 

Something had to be done. Taxes 
were steadily mounting. The hotel 
trade was then cultivated. Through 
personal solicitation, having quality 
merchandise and fair prices, a clien- 
tele of hotel workers was established. 
Steamfitters, plumbers, carpenters 
and mechanics for many large New 
York hotels now come to the Gerst- 
ner store for their requirements. 

When this trade seemed well es- 
tablished another blow hit the Gerst- 
ner Co. A subway was started under 
Kighth Avenue early in 1926. The 
pavement and sidewalk were ripped 
up and wooden planking substituted. 
Yawning excavations with noisy 
steam shovels were immediately in 


Many Changes Have Taken Place on Eighth 
thoroughfare entering a new phase of its life 





front of the store and traveling cranes above the plank 
sidewalk added to the general disturbance. Parking 
was prohibited. With this situation it was almost im- 
possible for anyone to enter the Gerstner store or, for 
that matter, any store on the avenue. Many retailers 
closed their doors and moved to other locations. 

Gertsner stuck. \W ith forty years of retailing expe- 
rience it was decided to retrench and continue in busi- 
ness. 

For more than two years, until the fall of 1928, this 
retailer conducted a business under the most disturbed 
and disheartening conditions. Business fell off, taxes 
mounted, but Gerstner held on. 


Ti [E subway is now practically finished. The street is 
being paved. New buildings are being erected through- 
out the locality. What has Gerstner done? Gerstner 
has prepared for another forty-four years! 

In 1924, due to severe price-cutting competition, the 
tool department in the Gerstner store was transferred 
to new display equipment. Because a subway was 
known to be coming, no other modernizing was then 
undertaken, but the tools were arranged so that they 
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could be seen and handled, so that the company could 


meet its competition. 


Avenue, New York City—Today finds that 


and after many discouraging conditions 


WO fronts — 
vastly  differ- 
ent yet of the same 


During the last six months the Gerstner building has _ building. On the 


undergone a complete change. Inside and outside have opposite page is 
biel Sevnived a the c nes ‘ ho Sie the Gerstner store 
een modernized and the company is now ready for faa: of ela 


business that is sure to come to this newly developed The illustration at 


street about to take its place among the finest. 


The front of the building 
was ripped out. New 
steel frame windows were 
installed in the three upper 
storage floors, displacing 
the old sash, designed for 
residential purposes. The 
office on the second floor 
was given more light and 
air through four full- 
length windows extending 
across the face of the 
building. A new entrance 
and show window were 
constructed on the ground 
floor. With bronze trim, 
modern lighting and _at- 
(Continued on page 106) 





the right shows 
the old front 
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PAW GERSTNER CO 


Sea 


ERE is the 

store when 
it was partly 
modernized 
The new fix- 
tures for the 
tool depart 
ment are on the 
right and the 
old glass show 
cases, bins and 
lighting fixtures 
on the left side 


VERYTHING in its place 
and a place for everything 
is evident in the Gerstner store 
of today. Well sampled panel 
boards and bins, showing a 
most representative stock of 
hardware can be seen in the 
illustrations on the left and on 
the page opposite. 


The surplus stock shelves above 
the bins and panels are hidden 
from sight by sliding doors, 
greatly adding to the appear- 
ance of the store. New lighting 
fixtures, installed under the 
supervision of a lighting ex- 
pert, provide proper illumina- 
tion for efficient work and dis- 
play of merchandise. 


The photographs show the 
present-day store as it appears 
from just inside the entrance 
door. In the rear are stairs 
to the second floor offices and 
to the basement floor. 
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“THE SERPENTS TONGUE” 


By SAUNDERS NORVELL 


MALGAMATIONS, which have been so popular 
recently, bring about some very curious and in- 
teresting situations. Here is a story I was told 

that I happen to know is absolutely true. 


There was an official of a company who frequently 
made selling trips, calling upon the large customers of 
his concern. He often called on a certain buyer of one 
of his customers. This buyer seemed to delight in 
keeping salesmen waiting. He was not courteous to 
callers. When he turned a salesman down it seemed 
to give him pleasure to do it in a very disagreeable 
manner. The selling official of the first company from 
time to time called on this buyer, sat around, wasted 
time and submitted to his discourtesies. 

One day, strange to relate, there was an amalgamation 
between these two companies. The president of the new 
company called this selling official into his office and 
said: “I have decided to place all the buying of our 
several companies under one head, and I have decided 
to offer you the position.” Our seller was very much 
surprised and, as this meant a much better position than 
he had and a higher salary, he accepted with alacrity. 
He made one request of the head of the amalgamated 
companies, and that was that he be permitted to give 
out the information in regard to the change to the gentle- 
man he had formerly sold. 


In due time he called on the old buyer in the regular 
way. He was told to wait. Where he sat, in the open 
office, he could see the buyer just fooling with some 
papers. The same old story. The same old disregard 
of the convenience of the salesmen. Our friend, how- 
ever, waited. After waiting about an hour he was 
called over to the desk of the buyer. As usua},zhe was 
informed that he was not “in it”; that his Competitors 
were offering all kinds of prices that he did not offer. 
Our seller listened to all this and finally said to the 
buyer: “There is a bit of information I wish to give 
you that may interest you very much indeed.” “Let's 
have it,” said the buyer. “Well,” said the seller, “your 
company and our company are going to amalgamate, 
and when this happens there is going to be one general 
buying head of all the companies.” ‘“That’s interesting,” 
said the buyer. “Are you sure of the facts?” “Abso- 
lutely sure,” replied the seller. “But who will get this 
job?” asked the buyer. “Is that settled?” “That is set- 
tled, too,” replied the seller. “Do you know who it is?” 
inquired the buyer. “Sure,” replied the seller, “J?t’s me.” 
So in the course of time this amalgamation was worked 
out and the former salesman became the general buyer. 
I regret to say that the former buyer did not hold his 
job very long. When an investigation was made it was 
found that he played favorites in buying, and that the 


companies who offered him the best deals frequently 
did not get the business. 
* * *x 

A certain large corporation changed their president. 
This president was full of energy and activity. He de- 
cided upon a thorough reorganization of the business. 
He was very much of a czar. He was a man who hired 
and fired on the moment. That was his idea of good 
management. 

One of his departments had, in a large measure, been 
built up by a certain man. This man was an expert in 
this line, one of the best men in the country. However, 
he got into an argument with the new president and the 
result was he lost his job. Naturally, he did not feel that 
he had been properly- treated. 


He secured a position with another concern in the 
same line, and started out on the road selling goods. 
Now this is what he did. Instead of keeping his mouth 
shut, he had to tell‘every buyer with whom he came in 
contact that he built up the business of the other house ; 
if it had not been for him they would have been no- 
where. His successor did not know how to make as 
good goods as he did; therefore the line was deteriorat- 
ing; it was not nearly as good a line as it was when he 
was in charge of that part of the business. 

Then he talked all about the high overhead of his old 
company. All this, you see, had to be added to the cost 
of the goods and therefore they had to ask high prices. 
On the other hand, his present concern, being a small 
concern, had a small overhead, their goods were “just 
as good,” and he could offer them very much cheaper. 

He was not satisfied with this line of conversation. 
Occasionally he took a few drinks and when his blood 
pressure was high he paid his respects to his former 
associates in no complimentary terms. As a fatter of 
fact, as he traveled all over the country he talked more 
about his old house than he did about his new line. 
However, he was well posted on his line, was a good 
salesman and, of course, he sold some goods. 


"Time passed. After a while a new president was 
again elected to the head of this corporation. This new 
president also traveled, and on one of his trips he met 
this former employee. He was very favorably impressed 
with him. They had a talk and from this talk it was 
quite evident the former employee would be willing, 
in fact, delighted to get his old job back. But when the 
new president returned home and talked to his organi- 
zation about this gentleman, he heard the story of all 
these talks over the territory. The new president de- 
cided to check it back. He wished to satisfy himself 
fully. He inquired of customers. He was finally con- 
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vinced that there was no doubt of the facts as outlined 
above. 

So this gentleman, who is well posted on the line, who 
is a good salesman ang who might have been a very 
valuable man, in fact,“a most valuable man for: this 
company, did not get the job. Why? Because. he 
talked too much. After he had talked as he had about 
his former company they could not hire him_and send 
him around to sell the trade. By his talk he had made 
this impossible. 

This story just. goes to show, as in the case of the 
first story about the amalgamation, that times and condi- 
tions change, and it is a wise man who knows how to 
hold his tongue. * ; “ 


Mr. George F. Baker is one of the greatest bankers | 


of the United States. According to a recent article in 
the press, it seems he is the third richest man in the 
United States, which means in the world. Mr. Baker 
recently said that in business usually there is about two- 
thirds too much talking. In other words, business could 
be better done if all of us talked one-third as much as 
we do. Mr. Baker has shown by his career that he 
knows what he is talking about. It is commonly re- 
ported that in a recent advance in the price of the stock 
of a certain bank, Mr. Baker’s fortune increased in a 
few weeks by $31,000,000. 


* * * 


"Tuen there was the elder Mr. Stillman, who built up 
the National City Bank. He was noted for his economy 
in words. It is reported that he talked very little and he 
never praised. He did not believe in praising employees. 
It unsettled them. Praise developed cases of “big head.” 
If an employee did a good: job for the elder Mr. Stillman, 
he showed his appreciation by raising his salary or giv- 
ing him a bonus. He promoted his best men to positions 
of greater responsibility, but he never indulged in gush. 
Mr. Stillman always warned his employees about the 
danger of talking too much. 
* * * 

One of the most striking illustrations of the effect of 
too much conversation was shown years ago here in 
New York, in railroad circles. A deal had all been 
arranged whereby a certain family were to acquire the 
controlling interest in a railroad. Everything was 
fixed. It was only necessary to add a few signatures 
to certain documents. 

Then a little stag party was given in New York. 
Wine flowed quite freely. A member of this family, 
feeling rather optimistic told about the news that would 
surprise the country the next day—his family were to 
acquire control of this railroad. A gentleman attending 
this party, also a railroad man, was taken suddenly ill. 
He quietly left the dinner party. He was soon in his 
apartment and his telephone was busy. There was a 
midnight meeting of financiers. 

The next day, when this family sought the signatures 
to close the deal, something had gone wrong. They 
could not get them. This family lost control of this 
railroad because one of the members talked too much. 

* * * 

A young salesman was making his first trip in a 

certain Western city. He had a record of his cus- 


tomers. In this city his house had two very large hard- 
ware accounts. Our young salesman upon arrival called 
on these two accounts and made engagements to see the 
buyers.’ Tn the morning he sold one buyer a very hand- 


' some order. 


That afternoon he called on the other buyer. “Well,” 
said this buyer, “did you sell the X Hardware Com- 
pany?” “Yes,” replied the young salesman, “They have 
been customers of the house, as you know, for a long 
time.” “I know this;” replied the buyer. “By the way,” 
he continued, “you have their order written out in your 
order book, haven’t you?” “Yes,” said the young sales- 
man, somewhat surprised. “Well,” said the buyer, “1 
want to look over their order and see just what they are 
buying.” 


Orr poor young salesman was astonished and did not 
know just what to do. However, he declined to show the 
order. He told this buyer that the business of every 
customer was confidential with his house, and he did 
not think it was proper to show an order of one customer 
to another. 

The buyer became very indignant. He was very 
angry. He told the young salesman he did not need any 
goods. Our young friend very sadly closed his catalog, 
put it back in his case and moved toward the front door. 
When his hand was on the latch the buyer called him 
back. “Do you mean to tell me that you would rather 
lose our account than show us the order of this other 
house?” By this time the young salesman was good 
and angry. His face was red. “Yes,” he said, “if that’s 
the way you do business you and all of your account can 
go plumb to hades.” The buyer burst out laughing. 
“Come back here. I was just trying you out,” he said. 
“T have a nice order for you.” 

This salesman for many years continued to sell both 
concerns. Afterward he learned that these two con- 
cerns had a very close working arrangement. In fact, 
their ownership was practically the same. This was not 
known to most of the salesmen, and frequently the 
buyers tried out the salesmen just to see what they 
would do under the circumstances. If this young sales- 
man had shown the order in this case he would have 
lost standing with both of these houses. Luckily for 
him he had correct business principles and he stood by 
them, even at the risk of losing an account. 


Ay interesting case was recently brought to my atten- 
tion. A house selling a line of goods, with a suggested 
resale price policy and selling through jobbers exclu- 
sively, received a letter from one of their jobbers. The 
letter stated that a certain dealer in a certain State had 
been offered a concession on this line by two other job- 
bers. This rctail dealer told the head of this jobbing 
house that he had actually bought the goods at a lower 
figure than the suggested resale price. 

The jobber first took the matter up with his salesmen. 
He wished to get the name of the salesman who had 
made the price. There was an exchange of several 
letters: between the jobber and his salesmen. Finally 
the evidence was all worked out—the name of the retail 

(Continued on page 88) 
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Rising [emperature? 
Rising Sales! 


AVE you ever stopped to consider the selling 
advantages that exist for the hardware merchant 
during the hot summer months? There are 

many, and the angle of summer comfort is the one from 
which to approach the question. Every person is inter- 
ested in getting relief from the oppressive heat of sum- 
mer, and every appliance and piece of equipment for 
the home that will lessen labor or make it more agree- 
able will meet with a favorable response. 

In the house and out, items of hardware that answer 
this demand are numerous. To begin with, the paint 
department can contribute many suggestions as to color 
that lend a cool effect. Chairs, lawn furniture and win- 
dow shutters, as well as other things about the home. 
painted in cool greens and blues will achieve this result. 
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Grass and flower seeds, lawn mowers and hose, grass 
shears, weeding tools should be home equipment, that the 
neglected lawn will not add to the discomfort of hot 
weather. 

Screen doors and windows are conceded by all to be 
summer necessities, but many fail to use enough of them 
and many rooms are unscreened. Inquiry will often 
reveal this neglect and very little persuasion will remedy 
it. Insect sprays are most helpful and should be part of 
the summer window displays. 


Ix the house much can be done to take the curse off 
of the hot weather. Electric fans, oil, gas and electric 
stoves now produced in cool colors, fireless cookers, 
refrigerators, utensils for making cool drinks—these are 
mere suggestions—all will find a ready response in hot 
weather. 

This warm season is now upon us and the displays 
reproduced here are suggestions upon which to base your 
own window and store 
trims. The summer 
season may be as busy 
as others, if you will 
give thought to the 
needs of the season and 
present them alluringly. 
Think of all the items 
in your stock that will 
contribute to comfort in 
hot weather, bring them 
out and display them 
in an attractive manner, 
advertise them, and you 
will be surprised at the - 
selling activity that can 
be aroused on the hot- 
test day. 

Color in your window 
displays will play a large 
part in drawing comfort- 
seeking customers to your 
store. The general rule to 
follow in decorative ma- 
terial is that all colors that 
come under the classifica- 
tion of “warm” colors 
should be avoided. Cool 
colors are those containing 
blues, greens and white. 
Combinations of white and 
blue, green and blue or 
green and white will lend a 
refreshing “feel” to the 
window display. A strict 
adherence to this plan will 
be well rewarded during 
the sizzling days. 

In displays where you are 
showing white merchandise, 
you can make it still cooler 
looking by using blue and 
white or green and white 
decorative material. 











HE illustrations shown on these two pages are full of 
suggestion for hot weather window displays. They are 
windows that sold merchandise for others. The Schlafer 
Hardware Co., Appleton, Wis., used the one at the top 
of page 44. Its arrangement is easily analyzed. The Dye 
& Bresee windows call attention to lawn and porch require- 
ments. The necessary reduction in the photographs does not 
do justice to the attractiveness of these displays 


Below is an excelient handling of indoor items for hot 

weather, by W. H. Paul for Kongs Hardware Co., Seneca, 

Kansas. Here blue and white crepe paper is used to good 

effect for decoration, while the merchandise selected also con- 
tributes to the general soothing effect 


























HARDWARE AGE for JUNE 6, 1929 





No Single Company or Organization Can Approach the Scope of 


THE WORK OF THE 
HARDWARE COUNCIL 


There will come a further cooperative thinking about business 


improvement with individual application of the 





HEN the Hardware Council 
met in April at Biloxi, Miss., 


H. J. Allison was introduced 
as a new member, succeeding Mark 
Lyons as a _ representative of the 
Southern Hardware Jobbers Associa- 
tion. At the close of the two days of 
intensive study this new member was 


CHAS. H.IRELAND CHAS. F. ROCKWELL 


greatly impressed with the thorough- 
ness and sincerity of the council’s work, 
in the study of hardware distribution 
problems. Mr. Allison seemed some- 
what surprised to learn that committee 
reports were not adopted as a mere 
matter of courtesy, but were critically 
analyzed, partially rejected, partially 
amended and that they were considered 
paragraph by paragraph, on the basis 
of value to the industry as a whole, 
and without regard to the personal feel- 
ings of those who prepared the reports. 
Enthused with the tremendous worth of 
the council’s work and impressed by the 
patient and painstaking attention given 
assigned subjects Mr. Allison was 
prompted to state the opinion that this 
work was not generally understood and 
certainly not adequately appreciated by 
the hardware industry and trade gen- 
erally. : 
Procedure of Council 


It is interesting to note the procedure 
of the council’s operation. Subjects 
for discussion are gained from various 
sources, are informally considered and 
if found to have genuine value to the 
hardware trade, are assigned to spe- 








Hardware Council's findings 


cial committees for intensive 









H. P. SHEETS 





R. J. ATKINSON 





the particular problem to be studied. 


All Associations Represented 


The Hardware Council, as is gen- 
erally known is comprised of repre- 
sentatives of the American Hardware 
Manufacturers Association, National 
Hardware Association, Southern Hard- 
ware Jobbers Association and the 
National Retail Hardware Association. 





H. R. BEATTY 


M. J. LACEY 


The manufacturers and retailers groups 
have four representatives each and the 


.two wholesalers organizations have two 


delegates each. The secretaries of the 
constituent bodies are all members ex- 
officio. 

The council has not the authority to 
order adoption of its findings, but acts 
in an advisory capacity, broadcasting 


study. 
These committees are selected on the 
basis of a member’s experience with | 





In this way the council has the bene- | 
fits of its members’ special interests and | 
experiences. 


| 





its solutions of current trade problems 
only after due consideration of such 
problems and the solutions from an 
| industry standpoint. 

In presenting to the trade at large 
its final reports the Hardware Coun- 
cil recommends individual study and 
application of the findings it has made. 
Obviously the greatest possible benefit 
to be derived from the splendid work 


















N. A. GLADDING 


R. O. NOOJIN 


of the council, will be realized only by 
individual adoption of the principles 
which the council suggests. All manu- 
facturers, wholesalers and_ retailers 
should take these published reports and 
apply wherever possible the various 
solutions to their own problems, their 
own activities and endeavor as indi- 
viduals to improve their business as a 
result of a study of council reports. 
No more authoritative diagnosis of the 
situation is available to any individual 
in any business. No single company 
or organization could approach the 
scope of this work. 

With individual application of the 
council’s findings as an experience back- 
ground for annual convention discus- 
sion, there will come a further co- 
operative thinking about business im- 
provement which should be of great 
value to each factor in hardware dis- 
tribution and to the industry as a whole. 


Ills of Distribution 


The Biloxi conference studied the 
general subject, “Ills of Distribution,” 








as discussed previously in the January, 
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1928, report of the council. The job- 
bers presented two reports and the re- 
tailers and manufacturers’ delegates 
presented one report each. 

Each of these factors in studying the 
problems assigned, accepted its group’s 
responsibility for the uneconomic con- 
ditions found and suggested means of 
self or internal improvement, instead 
of following the altogether too common 
practice of showing each of the other 
factors of distribution just how they 


should alter their activities for the gen- | 


eral improvement of business. As an 
example the retailers presented their 
“Program of Applied Activity” which 
was based on the 1928 N.R.H.A. con- 
gress which studied “Henry Brown.” It 











GEO. A. FERNLEY 


A. H. NICHOLS 


will be remembered, that in this study of 
retailing by retailers, the faults of their 
own, the evils of their own making and 
the possible corrections which they 
could make to improve hardware dis- 
tribution conditions dominated the dis- 
cussions and reports. No attempt was 
made to pass along the responsibilities 
to manufacturers and jobbers. 

Following this practice, the manu- 
facturers and jobbers on the council 
presented reports analyzing their re- 
spective responsibilities and suggesting 
remedies for present-day unsound con- 
ditions, observed. 


Paragraph by Paragraph 

Each report was read to the council 
in full to give members a general pic- 
ture of the report. Then the report 
was read one paragraph at a time. 
Each paragraph was discussed and 
analyzed individually and amended for 
adoption or rejected on the judgment 
of the council as a whole. 

In all discussions, it is distinctly un- 
derstood, that each council member’s 
comments. are based solely on his own 
personal judgment and his own experi- 
ences and observations and that in 
speaking he does not speak for his 
association nor his own firm. 

After final consideration had been 
given to the reports of the two whole- 
sale organizations, separately, the two 
revised reports were given to the four 
delegates of those associations with in- 
structions to prepare a new report based 
on both reports so that the new report 
could be again submitted to the council 
the following morning for further con- 





sideration. 


In accepting subjects for study and 
in considering reports on such subjects 
the council has a rigid acid test. It 
asks, “Is each point brought out true? 
Is this a correct portrayal, all parts of 
which can be. substantiated? - What 





JOHN 8S. DONNAN FAYETTE R. PLUMB 





|ence there were three basic reports 
(considerably revised) referred to the 
secretary for final preparation in a 
form which would make them present- 
able for publication. These reports will 
| likely be available for publication at an 
early date. 

At the next session of the Hardware 
Council, likely to be held in Atlantic 
| City, N. J., in October, 1929, coincident 
| with the joint hardware convention of 
| manufacturers and jobbers, the subject 
junder discussion will be based on a 
| realization that the hardware indus- 


\try’s basic problem is to study ways 
| 





and means by which more hardware 
can be sold by hardware wholesalers and 


































could this report do? 


only the truly worthwhile topics are 
given much consideration. In several 
cases subjects have been referred to 
committee for survey and the report 
has come back that “No good purpose 
is served by a study of such a sub- 
ject.” In such cases the subject is 
dropped. 

At the close of the Biloxi confer- 


Will the trade | 
be helped by this phase of the problem? | 
| Is the discussion clean and not subject 
| to misunderstanding?” With these ex- | 
acting requirements it is natural that | 






CHAS. W. ASBURY L. H. WEBER 
retailers. The council will undertake 
in its very thorough way to determine 
| what it can do to increase such sales 
!of hardware and allied products. 








(ex-officio). 


George A. Fernley, Secretary, 


officio). 


H. R. Beatty, Clinton, III. 
R. O. Noojin, Attala, Ala. 





PERSONNEL OF THE HARDWARE COUNCIL 
Officers 


Chairman, Mr. Asbury 
Vice-Chairman, Mr. Nichols 
Secretary, H. P. Sheets 
Publicity Chairman, Mr. Plumb 


Delegates 


FROM AMERICAN HARDWARE MANUFACTURERS 
ASSOCIATION 


C. W. Asbury, Enterprise Mfg. Co., Philadelphia, Pa. 

N. A. Gladding, E. C. Atkins & Co., Indianapolis, Ind. 

Fayette R. Plumb, Fayette R. Plumb, Inc., Philadelphia, Pa. 

M. J. Lacey, Pyrex Sales Div., Corning Glass Works, Corning, 
N.Y 


Charles F. Rockwell, Secretary, A.H.M.A., New York City 


FROM NATIONAL HARDWARE ASSOCIATION 


A. H. Nichols, Buhl Sons Co., Detroit, Mich. 
L. H. Weber, The Geo. Worthington Co., Cleveland, Ohio. 


FROM SOUTHERN HARDWARE JOBBERS’ ASSN. 


Chas. H. Ireland, Odell Hardware Co., Greensboro, N. C. 
H. J. Allison, Glasgow-Allison Co., Charlotte, N. C. 
John Donnan, Secretary, S.H.J.A., Richmond, Va. (ex-officio). 


FROM NATIONAL RETAIL HARDWARE ASSOCIATION 
R. J. Atkinson, Brooklyn, N. Y. 


H. P. Sheets, Secretary, N.R.H.A. (ex-officio). 


N.H.A., Philadelphia, Pa. (ex- 
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A Modern Poster Alphabet 


CHAPTER 1 


By JOSEPH BERTRAM JOWITT 


HERE are four standard types 
of alphabets in use by show- | 


card writers; these are Full | 
Roman, Old English, Script and 
I:gyptian (generally known as 
‘Gothic”). From these alphabets | 
many new styles of type faces have | 
evolved, such as De Vinne, Chelten- 
ham, New Caslon, and many others 


too numerous to mention. 

The old-style heavy wooden store 
front is torn down to make way for | 
the more modern style of light metal 





ow / 







| front. Today the modernistic style | 
lof lettering is in great demand for | 
up-to-date show cards. The tendency | 
is to follow the more modified forms. 
| The beginner should exercise care | 
| to keep within certain limits, and copy 
| this alphabet as true to the letter and 
instructions as printed herewith, 
| always keeping in mind that a Roman | 
' letter is composed of light and heavy 
}elements, while the Egyptian or | 
Gothic is composed entirely of uni- | 
| form width strokes throughout. The | 
| paramount point to remember is that | 
|show cards have but one mission to | 
|perform, and that is to exploit the | 
| sale of merchandise and enhance and | 
not detract from the display. Too | 
much color, too many scrolls and 


Hand Gasoline 


Coldwell — 





Lawn Mowers | 


Electric 
Electric 


Horse 








| stroke 





fancy work only detract instead of 
attract. Chapter One of the “Modern 
Poster Alphabet” illustrates and ex- 


| plains the elementary process of con- 


structing the capital and lower-case 
letters AB CDEFG. The outline 
of these letters is done by the single- 
method, the one heavy or 
shaded part is filled in. The thin 
white line is drawn over the black, 
using a number six brush after the 
black was thoroughly dry. 

This is a very plain letter, but 
also very artistic and simple; there 
are no spurs or fancy serifs to make. 
The capital letter A requires but four 
strokes to outline. The letter B re- 
quires five strokes. The letter C only 


two strokes. The letter E five 
strokes. G_ requires but three 
strokes. Filling-in the shaded or 


heavy parts may be done when the 
show card is completed. 

The show cards illustrated here- 
with are one-quarter sheets, size 11 
x 14 inches. The border was striped 
in a light gray color. The fine line 
inside the border was done in light 
The card featuring “Coldwell 
Lawn Mowers” tells the whole story 
in as few words as possible. The 
letters in Coldwell are one inch high 
and 114-in. wide in the- lower-case 
guide line. In the upper-case or 
capital line they are 134 in. high and 
1% in. wide, 

The lettering on the other show 
card are well within this same pro- 
portion. A number six red sable 
brush was used for all the lettering 
on these show cards. The idea in 
making this alphabet is to do it with 
as few strokes as possible; the white 
line drawn through each letter is not 
absolutely necessary, it merely en- 
hances the appearance of the show 
card. The letters are of the thick- 
and-thin variety, only they are a 
trifle thicker and thinner than the 
old style of Mongrel Roman. 

This particular poster type of let- 


red. 
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tering looks best done in black ink | 
on a white or cream background. It | 
can also be made attractive if done | 
in colors, but it is not advisable to | 
use more than three colors on a card. | 
Always use a color in direct relation | 
to the background. Almost any | 
color may be used on a dark blue | 
background, but not more than three | 
or four colors on the one card. A | 


dark gray card lettered in white or 
black is very serviceable for summer 
use. If the white letters do not 
stand out in contrast, shade them 
with black. 

Success to a great extent in learn- | 
ing show-card writing lies in the 
proper training of your brush, keep- 
ing it in good condition at all times, | 
and definite sureness of action which | 





comes from conscientious practising. 
Never place brushes away when 
finished without rinsing them thor- 
oughly in clean water, pressing the 
water out with your fingers, shaping 
the brush as you do so. Use only 
the ,genuine Red Sable show-card 
brushes. Camels hair brushes are 
too soft and will not retain their 
shape when used with water colors. 


. 





Sale of Awnings Being Greatly Stimulated 


estimated by awning men to be about ; methods of construction, proofing and 


HE steady increase in homes being 


built in the suburbs, along with the 
radical'changes which have recently oc- | 
curred in the architectural design of | of consumers that could have been 


residences, has greatly stimulated the 
demand for awnings, according to a 
survey just issued by the “New Uses 
for Cotton” section of the Commerce 
Department’s Textile Division. Some 
cities, the survey shows, have a con- 
sumer demand for awnings far above 
others similarly situated and with equal 
opportunities for awning sales. The 
saturation point for awnings, it is be- 
lieved, is still much greater than pres- 
ent sales, in the opinion of the industry. 


tion work in weights, widths and weaves | 








The “unsaturated area” last year was 








35 per cent of the total potential sales | 
area. In other words, only 65 per cent | 


“sold” was ail that was consummated | 
by the men on their own estimate. | 

In data presented, the survey offers a | 
starting point for possible simplifica- 


of awning fabrics. The tabulation of | 
“disaster” data on the character of | 
breaks and rips that define the awning | 
life span, along with comments from the 
trade on the cause of these defects, is an | 
outstanding part of the new material 
offered by the survey. Growth in popu- 
lar favor of the various awning fabrics, 


awning accessories are methodically 
taken up in tabular form and analyzed. 


| Classes of awning fabric, their use, 


sales possibilities and amounts stocked 
by leading firms are set forth. The 
awning industry, like the construction 
industries, is confronted with the ques- 
tion of how to lengthen a season that is 
even shorter than the average season of 
the building trades. That they are 
awake to this is brought out in answers 


| reported in the survey. It is pointed 


out that every - legitimate means to 
lengthen the awning season should be 
used, though pressure must come from 
within the trade itself. 
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Present Day Most Interesting Era In Retail 
Hardware Trade History 


Editor’s Note—A past president of 
the Connecticut Hardware Association, 
the author of this contribution has for 
many years been an active participant 
in state and national conventions, in 
both the hardware and implement 
fields. He is well qualified to discuss 
retail hardware problems. This article 
is based on a talk by Mr. Rosenberg 
given at the New England convention 
held recently in Boston. 


apparent that the retail distributor 

of hardware is engaged in one of 
the most interesting business adven- 
tures of his career. There are no se- 
crets or hidden springs, nor any fanci- 
ful Houdini magic invoked by present 
day competitors. They burn no joss 
sticks at the feet of Confucius in an 
effort to wring from this ancient god 
unknown methods of merchandise 
movement. It is all an open book, noth- 
ing is hidden. Every operation is a 
carefully studied outlined program of 
advancement, destined by good busi- 
ness judgment, and tried adoptions to 
produce desired results. 

Turn back the pages of time two 
decades to the days of the general store, 
and you have a picture of present-day 
distribution sifted through the sands of 
the years. A colorful era attuned to the 
present-day mode of living. 

With the retailer studying closely 
these self-same successful methods and 
adopting those that may be aptly ap- 
plied to his own business, satisfying 
returns should result from such an in- 
tensive program of modernistic mer- 
chandising. 

To profess a preference or choice 
for any other method of satisfying 
consumer demand would infer an in- 
herent lack of vision capable of coping 
with problems of retail distribution of 
today. 

No hardware retailer need offer any 
apology for his business when he seeks 
to serve his customers, with merchan- 
dise at a price consistent with quality 
demanded. 

We have learned much during the 
last decade, lines that during some 
period of these years were major lines, 
have lost all appeal to his customers. 
The never ending change in living con- 
ditions, in the mode of satisfying idle 
hours of pleasure, increased earning 


| this new era of distribution it is 





By ALFRED ROSENBERG 


Prop., Star Hardware Co., Rockville, Conn. 
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capacities and a general tendency to 
purchase luxury and style merchandise 
has keyed the present hardware retailer 
to a program of advanced activity. 

In this futuristic age those gigantic 
distributors who buy and sell at retail 
merchandise of every conceivable type 
at a fixed price level, use highly paid 
experts, who devise the lure to attract 
patronage, they sell for cash only; have 
no charge accounts, and cannot meet 
the public in the same spirit as the 
manager or owner of the individually 
operated hardware establishment. 

It is with this competition that the 
retail hardware distributor is mainly 
disturbed. If, instead of complaining 
of this new competition, the old line 
hardware merchant will cooperate with 
his present sources of supply, he will 
receive every consideration possible 
from these factors who have a vital 
mutual interest in the continued pros- 
perity of the retailer. 

While it would appear to be an im- 
possibility to meet the new competition 
in all lines, the efforts of suppliers to 
offer merchandise at lower than market 
prices, should be appreciated and con- 
sidered as a potent action to assist the 
retailer in his effort to hold his trade. 

Although the retailer may believe he 
can sell such merchandise for more 





money than the supplier suggests as a 
sale price, it is the duty of said retailer 
to distribute such merchandise at the 
suggested price. He may be right in 
his theory that he can dispose of it at 
the regular mark-up, but the very ob- 
ject of the supplier in offering it would 
be thus defeated. 

It is possible through this medium of 
retailer and supplier cooperation, to 
maintain a flow of merchandise through 
the old line retail merchant, that would 
compensate for volume in considerable 
amount lost to the chain. 

Another important decision should 
be carefully studied, the advisability of 
offering a representative line of tools 
for household use. It appears that a 
considerable demand has been created 
for such merchandise by our competi- 
tors. The buying public has been sold 
on the value of such offerings to sat- 
isfy their needs. If the hardware mer- 
chant fails to take advantage of this 
opportunity to increase his volume, it 
will naturally find its way into other 
channels. It is my vision that a sur- 
prisingly large volume of merchandise 
is bought by the public when plainly 
marked at a price they wish to pay. 

Representative suppliers after a care- 
ful studied survey of this market are 
building up a line of so-called house- 
hold tools and advocating to their cus- 
tomers the need for such action. This 
action would not interfere with what- 
ever sales of mechanics’ tools the mer- 
chant has a market to supply. 

The old line retailer who persists in 
following the trend of the times is 
carefully selecting his merchandise to 
meet the demands of the present era. 
He has an innate desire to meet his 
competitor and to match his ingenuity 
and business acument against mass 
competition. He is imbued with the idea 
that he will awaken of a morning to 
find himself rewarded. 

Many merchants are not mindful of 
the fact that their chain store neighbor 
is a mighty factor in drawing patron- 
age to the location in which both are 
interested. 

Chain operation in close proximity 
to an established hardware business 
may be the means of increasing the 
volume of such business far beyond the 
visualization of the owner. 
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This window display arranged for the Schlafer Hardware Co., Appleton, Wis., by Lawrence G. Zwicker 
has an atmosphere of femininity about it that helps to sell the class of merchandise presented 
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June Weddings Offer Hardware Dealer 
Opportunities for Window Displays 


Whether the June Bride Intends to Do Her Own House- 

work or Not She Will Welcome Items of Equipment, 

and the Hardware Store Is Among the Best Prepared 
to Supply Them 


66 PUNE brought the roses—”’ says the old song. It 
J also brings the brides. Tradition tells us more 
marriages take place in the month of June than 

in any similar period of time. 

Hardware merchants are quickly realizing that many 
items in their stocks can be sold for wedding presents 
during June if a little conscientious selling effort is 
applied. 

Out in Appleton, Wis., is the Schlafer Hardware Co., 
a progressive retail establishment that takes advantage 
of every opportunity to tie up with seasonal events, 
national holidays and other commemorative occasions. 
The window display reproduced appeared during the 
early part of June last year and was arranged by Law- 
rence G. Zwicker, display manager. 


Electrical appliances, kitchen utensils and glassware 
were placed on pedestals and on the floor. An unusual 
show card bearing the inscription “The most popular 
Woman’s Club in America” was placed near a rolling 
pin. This attracted attention and created comment. 


In writing of the display, Mr. Zwicker says, “The 
window did help to stamp the Schlafer Hardware Co. 
as the place to go when fine electrical appliances were 
needed. Several other displays of this merchandise 
helped to increase our business in this line from about 
33 to 50 per cent more than last year’s mark. 

“The window appealed to the June bride and to the 
immediate relatives of the two families.” 















SOMSIDUS EV Nig Vwi 











wn 
N 


HARDWARE AGE for JUNE 6, 1929 








Endeavors to Fill Gaps with New 
Lines of Goods 


SALAMANCA, N. Y.— 
Generally speaking, there 
should not be any dull 
months, as there is plenty 
of salable merchandise 
to attract the consumer. 
jut, from our own ex- 
perience, no matter how 
much special or new 
merchandise you try, to 
attract purchasers, there will be no 
sale if they have no money to spend. 
This is our personal experience. We 
have tried it out, and it does not 
attract to the extent of making the 
purchase. Of course, this would be 
different in larger centers where 
greater population passes the store 
and increases the percentage of 
actual sales. 

Generally speaking, business is not 
up to par throughout the country. 
IXvery dealer is having his problems 
in meeting competition. This com- 
petition is due to too many stores, not 
only in our own immediate vicinity, 
but all over. Another cause is over- 
production. Merchandise 
out in such large volume and so fast 
that it cannot be consumed as fast 
as it is produced. 

In our city there is an overplus of 





H. B. 
DIETRICH 


stores of every kind: grocery, depart- | have a concern in Bos- 


ment, hardware and drug’ stores. 
We all get a little business. Some 
get more than others, according to 
the amount of hard work they put in, 
but there is a limit. 


is turned | 





| 


| ways had a quiet month 


| 
} 


I believe the country as a whole | 


has reached the point of saturation, 
as far as stores of all kinds are con- 
cerned. But there is no remedy to 
apply in curtailing this tendency. The 
only way to hold your own or in- 
crease the business is to continually 
study conditions, and, where prac- 
ticable, take on new lines and elimi- 
nate ones that have dropped behind. 

We sell a nice volume of radio, but 
there are nearly as many dealers of 
all kinds selling radio as there are 


| 
| 
| 
| 





Letters from these Prominent | 


Doc DAYS BARK is | 


prospects to buy them. The mail 
order houses also sell radio. The 
country is full of them, and they get 
a certain amount of business. This 
gets back again to too many dealers. 
We are now considering handling 
a home moving picture apparatus, 
this will take up the dull months 
when radio does not sell. We may be 
able to bridge the gap in radio dull 
months. 
(Signed) H. B. Dietrricu, 
Dietrich Hardware Co. 





| Se will be another 

group of letters from 

readers on this interesting 

subject, published next 
week. Watch for them! 
—The Editor. 











Aggressive Selling Will Make 
Any Month a Good ‘Month 


Boston, Mass.—We 


ton, not in the hard- 
ware business, who al- 


in August of every 
year. One day the sales 
manager called the 
salesmen into his office 
and told them on the following 
August they would have a sale for 
the whole month, and that they could 
buy up carloads of goods for that 
sale. 

The result after a number of years 
was that the month of August is the 
biggest month in the year and the 
profits from the August sale pay the 
expenses for a number of months. 

Our slogan for this year 





G. A. FIEL 


is 
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ito overcome the sales 





“Ageressive Selling” and we believe 
that aggressive selling will make any 
month a good month if it is put into 
practice and kept up. 

It was my good fortune only yes- 
terday to call in a member’s store and 
he asked me what he could do to 
increase his trade. My advice to him 
was to light up his furnace fire and 
have a warm store, and turn on his 
electric lights and make the store 
comfortable for women customers, 
who today do 80 per cent of the 
buying. 

My thought is a man can do any- 
thing he wants to if he tries hard 
enough. 

(Signed) Gerorce A. FIEt, 
Secretary, 
New England Hardware 
Dealers Association. 





Personal Canvass Should Help 
on Appropriate Merchandise 


MINNEAPOLIS, 
Minn.—It always has 
been thought impossible 


resistance during a 
couple of the winter 
months up here in this 
cold climate, but the 
line has been straighened out to a 
considerable extent by many hustling, 
enterprising merchants, who take ad- 
vantage of this period in the season, 
which for Minnesota is usually 
January and February, sometimes 
running into the first two weeks of 
March, by getting out among their 
customers on specialty lines and 
making a personal canvass of their 
customers. 

One energetic hardware man that 
I talked to just recently told me that 
if it had not been for about twenty 
days of a snow blockade in his com- 
munity, he would, up to the present 
time, have had the best business this 
winter he ever had, simply because 
he saw to it that either himself or 
one of his clerks was out among the 
people all the time that the roads 
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Readers Indicate that 
ORSE than I HE BITE 


were open. He sold great quantities 
of small articles, such as hog pans, 
fork handles, shovel handles, common 
sizes of nails put up in twenty-five 
and fifty cent packages, and a large 
volume of tools such as the farmer 
uses around the barnyard, besides a 
very sizable number of steel ranges 
and washing machines, one of which 
he put in his truck and carried at all 
times. 


Something of this kind will have | 


to be resorted to by the hardware 
merchants, if they want to fill up the 
valleys of dull business during the 
winter months. The resourceful fel- 
low will do it, while the old time 
merchant will say it can’t be done. 
(Signed ) 

Citarves H. Casey, 

Manager-Treasurer, 
Minnesota Retail Hardware 
Association. 


Should Make Special Effort Dur- 
ing Dull Months 


30STON, Mass.— 
Whether it is necessary 
for the average retail 
hardware store to ex- 
perience two or three 
dull business months 
each year, and in line 
with what is being con- 
stantly reiterated in the columns of 
your paper, that is, that the hardware 
men of today must, as never before, 
think out their problems in the way 
of new developments, it seems to me 
that this is simply one other problem 
that has to be met. 

From all sources, it would seem 
that from manufacturers down to 
the consumers there is every evident 
desire to iron out these curves and 
make the angles less acute. The de- 
sire on every dealer’s part to accom- 
plish this end will do much toward 
working out the project. Of course, 
there will be many failures to ac- 
complish it, but the very effort has 
started the machinery, which, per- 
haps, has been too long idle, and, 





a 


D.F.BARBER 


while the first, second, third or 
fourth idea may not be successful, the 
machinery once going will finally 
accomplish the desired end and in so 
doing will work out many other prob- 
lems to the distinct advantage of the 
‘dealer. If everyone should try to 
mention some of the things which 
could be done during these dull pe- 
riods, probably the one which in 
nearly every case could be worked 
out would be to send out men from 
| door to door, which would, doubt- 
‘cee bring results, especially if the 
| 


| 
| 


modern partial payment plan was put 
into operation. 

I think that every dealer through- 
| out the country has endeavored to 
make his equipment a little more 
complete, his store a little more 
bright and cheery during these dull 
months. 

I remember in 1916 while attend- 
ing the convention in Sioux Falls, 
S. D., having a conversation with a 
group of hardware men before the 
convention opened on a morning 
when it was 15 or 20 below zero 
outside. This dealer asked how 
many men we had in our store. I 
said that we had about forty and 
then he spoke of what could be done 
with a bunch of that size. My an- 
swer was that so much more could 
be done with a small group of from 
five to ten that there was no com- 
parison. I said that if I lived in a 
smaller city than Boston I could have 
the “working family” once a month 
at my house, or, perhaps better yet, 
we could meet around to each other's 
houses and we could know each other 
as it is utterly impossible for us to 
do. I also stated that furthermore, 
we could have the most up-to-date 
hardware store in the country and 
could do it all ourselves by getting 
rid of the boxes and using panels 
which at that time were beginning to 
show that this was the proper method 
of sampling. 

(Signed) D. F. Barser, 
Chandler & Barber Co. 





Former N. R. H. A. President. 








a More Intensive Effort 
on Legitimate Hardware Lines 
SoutH MANCHESTER, 

Conn.—No doubt the gen- 

eral impression that the 

winter months of January 
and February and_ the 
mid-summer months of 

July and August are 

eT. BOIS profitless is largely a point 

of view that has existed over a long 
period, and is so deep seated that it is 
hard for the average store to realize 
that extra effort could without question 

make these months average up to a 

volume equal to the so-called good 

months, but probably at a sacrifice of 
usual profits, if special sales are re- 





sorted to. 

There is a question in my mind that 
the end of seasons’ sales that are uni- 
versal with the larger department 
stores are sales of profit. I believe 
them to be sales at a price to clean 
up stocks usually without profit and 
many items priced at less than invoice 
cost. I would be interested to know 
if such end of seasons’ sales with their 
big spread of advertising really return 
a profit other than clearing their 
shelves and counters of undesirable 
stocks. I doubt it, and [ don’t like to 
think the day may be approaching when 
the hardware store like the department 
store cannot do business without con- 
tinuous sales with a large spread of 
advertising and the sacrifice of a profit. 

My observation is, the solution is 
harder work, more intensive effort, 
more attractive and better salesrooms, 
concentrating our efforts on our legiti- 
mate hardware lines, rather than to 
follow department store methods of 
special sales built almost entirely on 
price appeal. There is such a multitude 
of lines that fit in a hardware stock 
that I feel this is possible, without 
departing from legitimate hardware 
items or goods that are entirely foreign 
to our business. Standard merchandise 
of real value, coupled with service 
priced at a living and progressing profit 
to my mind is the future of the retail 
hardware store, if we are to prosper 
and fulfill our mission to the commu- 
nity we serve. 

(Signed) F. T. Brtsu, President, 

Manchester Plumbing & Supply Co. 





See Pg aia omeeat accra 

































ie i iia adi Ss 








54 HARDWARE AGE forejuUNE 6, 1929 





How New FENcING METHODs | 


By D. A. MERRIMAN 


Vice-President and General Manager of Sales of 
AMERICAN STEEL & WIRE COMPANY 


and competition are responsible for 

changing farming conditions that 
have totally changed fencing require- 
ments. 

The pioneer farmer clearing his farm 
by hand, making fence of stumps, rails 
or boulders, bought no fence equipment. 

Later barbed wire fence came into use 
because the farmer could spend his time more profitably 
raising crops than painfully splitting rails, or making 
boulder or stump fence. The barbed wire fence was 
the beginning of profit to the dealer, for the farmer had 
to buy both the wire and the staples with which he 
fastened the wire to the wooden posts. In addition he 
sometimes sold a post hole digger and crowbar, but 
barbed wire fencing sales were a minor part of the 
dealers’ business, as fencing was only used for marking 
boundaries, or perhaps to fence off a few pastures. 


New Methods of Farming Brought New 
Types of Fence 


It was not until economic necessity drove the farmer 
to specialized live stock raising and diversified farming 
that fencing began to show possibilities as a major 
revenue producer for the dealer. 

The farmer who specialized in stock found that he 
could not get the utmost out of his stock unless he prac- 
tised diversified or balanced farming in connection with 
it. This meant not only crop, but often stock rotation. 


case land cost, rising labor cost, 





In order to properly diversify and rotate stock, and 
harvest these crops without waste, it was found neces- 
sary to pasture the fields after the harvesting was done. 
This not only turned waste into profit, but helped 
fertilize the fields evenly, and saved the expense of 
hauling manure. 

In order to pasture one crop and protect a growing 
crop, it is obvious that the cultivated farm had to be 
divided into a number of fields. This required fencing. 

Consequently the dealers’ fence sales began to increase 
both in extent and in value, for under the new system 
of farming, although a man might specialize in raising 
beef cattle, he found it profitable to raise pigs and sheep 
so there might not be a waste on the farm. 


Modern Farm Operates Like a Factory 


The highly successful farm of today is noted for the 
completeness of its fencing equipment. 

More and more the farmer is beginning to realize 
that his farm is his factory, and like any factory the 
profits depend on efficiency in operation and the pre- 
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| Have INCREASED Dealers’ Volume 


vention of waste. The one-crop farmers are being 
forced down and out, while the modern deversified 
farmer is going on and up. 

There are many eighty acre farms that have ten times 
the fence today that a quarter section would have had 
twenty years ago. 

The tools necessary to erect this fence are bought 
from the dealer. In the most modern farms even the 
posts themselves are of steel and are bought from the 
dealer. The farmer realizes that steel posts make a 
better looking, longer lasting, stronger fence, and reduce 
the labor cost of erecting by at least 75 per cent. In addi- 
tion the steel post makes a perfect ground, and thus 
lessens the danger of lightning. 


Pacviies advantage of the all steel fence is that 
fields can be burned right up to the fence line to rid fields 
of insects and weeds. Not only is the all steel fence 
superior in every way for permanent fence, but it is 
ideal for temporary too. The steel posts are driven into 
the ground and the wire is attached to the clamps quickly 
and securely. 
For all these reasons the progressive dealers who sell 
the modern . 
fence as a profit 
maker on the 
farm is in a po- 
sition to make 
fence sales a 
major _ profit 
maker in his 
business. 


Much Greater 
Fence Volume 
in the Future 


Great as has 
been the volume 
of fence sales 
today compared 
to those of ten 
or twenty years 
ago, the surface 
of fence selling 
possibilities has 
barely been 
scratched. In the next five or ten years there is every 
reason to believe more fencing will be sold than in the 
previous half-century. 

Look at the facts and you will see that this estimate 
is conservative. 

It took a long time to sell the idea of the profits to 
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Compare these modern fences with 
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those on the opposite page 


be made from up-to-date, balanced or diversified farming. 
The agricultural schools and a few progressive farm- 
ers preached and practiced the modern way, but the 



















words fell on the deaf ears of the 
great majority. It was hard to 
"convince the men who insisted 
that what was good enough for 
their fathers was good enough 
for them. Finally the leaven of 
progress began to work. The 
example of a few farmers who 
were induced to try new methods 
inspired others, and soon it was 
noted a “new-fangled” farmer 
was making money while his old- 
fashioned 
smothered by a mortgage. 

Today the majority of farm- 
ers believe that diversified farm- 
ing offers a way out. The idea, 
fostered by the farm schools and agricultural press, agri- 
cultural societies and others, has now taken firm root 
in the average farmer’s consciousness, although many 
of them have not yet put the idea to work. 

The big point is that many of these men will act in 

(Continued on page 91) 
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Chain Stores—Their Result and Effect 
on Retail Trade 


By GEORGE B. EVERITT 
President, Montgomery Ward & Co. 


in New York Credit Men’s Association Bulletin 


ECENT announcements made by the country’s 
atl chain store organizations, indicating their 

broad expansion plans and ultimate goals in numbers 
of units, have given rise to a burning question, or rather 
a number of questions, among independent retailers and 
their trade associations : 

“What is going to happen to the independent retailer 
when the maximum expansion is realized by these great 
merchandising organizations? How is he going to exist ? 
Is all the retail business going to be done by the mam- 
moth chain organizations ?” 

The answer to these questions is what the retailer is 
trying to determine. Whether to be a pessimist or an 
optimist regarding the future is causing him no little 
concern. 

In the light of recent opinions given by leading mer- 
chants of this country, and supporting data gathered by 
our own research organization to confirm these opinions, 
it would seem that there is every reason for optimism 
on the part of the progressive independent retail mer- 
chant. 


True it is that at first glance the chain store organiza- 
tion would seem discouraging to the independent retailer. 
Today there is scarcely any commodity that cannot be 
purchased in some form at a chain store. Until recently, 
of course, the larger chains were engaged in the distribu- 
tion of groceries, shoes, drugs and ready-to-wear cloth- 
ing, but now a seemingly serious aspect is given to the 
situation by the fact that the larger chains are embarking 
on a program which provides for the sale of almost every 
commodity that is in everyday use in the home. 

A careful analysis of chain store distribution however, 
reveals certain limitations imposed on chain store organi- 
zations which the independent retailer does not have and 
because of which he has a big advantage over the local 
chain store manager, who can only carry out his com- 
pany’s business under strict rules and uniform policies. 

For purposes of centralized control, an absolute neces- 
sity with present-day chain store organizations, uni- 
formity, more or less, must be established in all units of 
the chain system. This uniformity will always be a 
limitation on chain stores and will always work to the 
advantage of the progressive independent retailer. Uni- 
formity does not concern the independent retailer and he 
is free to use initiative and individuality in his methods 
of service to his customers. The freedom to use his own 
initiative and his own promotional and advertising ideas 
is the great advantage he has over any chain store, and 
if he uses it to the utmost, the independent retailer has 
nothing to fear from chain store competition. 


There are other things that the chain stores are doing 
which are also working to the interests of the indepen- 
dent retailers. Expansion of chain stores has now ex- 
tended to the smaller cities of between 5000 and 50,000 
population. As they have entered these smaller cities, 
they have tended to attract retail trade from the sur- 
rounding towns and villages and concentrate it in the 
larger shopping centers. Thus, the retail trade areas of 
these centers have increased and the volume of business 
in all retail fields will continue to grow larger in these 
smaller cities. Good roads and automobiles make pos- 
sible a greater increase in the size of retail trading areas 
and a greater concentration of retail trade in cities. This 
concentration of retail trade gives the progressive in- 
dependent retailer better opportunity to apply large scale 
methods to his buying and selling and thus he benefits 
in his greater buying power and greater sales volume. 

Then, there is the credit problem, which has always 
been a difficult one for the independent retailer. The 
chain store organization is helping him out in this matter 
also. “Cash and Carry” is no longer the rule with the 
chain stores ; they, too, have, to a certain extent, entered 
upon the credit system. It is their strict credit plan which 
is benefitting the situation for the independent dealer. 
He does not now have to go beyond certain limits in 
extending credit and it is the chain store that is helping 
him adhere to a conservative credit plan with his cus- 
tomers. 

The foregoing, I believe, should thoroughly convince 
the independent retailer that there is every reason for 
him to be optimistic about the future, if he is a progres- 
sive business man. There is no question that Chain Store 
Expansion will tend to “squeeze out”’ the inefficient mer- 
chant, but that is what any forward movement does. On 
the other hand, chain store merchandising is going to 
raise the whole standard of retailing. The efficient and 
progressive independent retailers are going to enjoy the 
results therefrom along with the great chain organi- 
zations. 

It is my personal opinion that prospects were never 
brighter than they are today for the wide-awake inde- 
pendent merchant. The next few years should see a 
greater prosperity for him, as he will not only have the 
benefit of his longer standing in the community, with 
established personal good will, but he will also have the 
benefit of studying chain store methods and following 
his own individual sales plans, which the local chain 
store manager has not the privilege of doing. This, 
along with the always necessary effort to increase his 
sales, will confirm the fact that chain store merchandis- 
ing will not prove a detriment but rather a stimulus to 
the independent merchant. 
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Tuttles Enjoy Selling Seeds 


By ELIZABETH TUTTLE 
Tuttle Hardware Co. 


This Chariton, Iowa, Store Has Become Enthused Over the Sales Possibili- 
ties of Seeds. Asa Result, a Large and Active Seed Department Has Been 
Built Up, Bringing to the Tuttle Store Many New Customers Each Year 


66 E get a lot of enjoyment out of our seed busi- 
ness and we get a nice profit, too. 

“We have been handling bulk seeds for five 
years and are now selling more than five times the 
amount we did five years ago. We have made it one of 
our most interesting lines and we often hear our sales- 
people say, ‘I do enjoy selling seeds.’ 

“The Tuttle company sells not only the large seeds, 
which are usually handled in bulk, but also the smaller 
ones, such as carrots, spinach, lettuce, sweet peas, etc. 
Seeds are shipped to us as soon after Jan. 1 as practi- 
cable. As soon as inventory is over, we get out our 
seed table, which is a four-decked, terraced affair with 
many compartments. The upper rows are for the 
smaller seeds, the lower rows for the larger seeds. 


‘*T DID not know that 

seeds were so pretty” 
was a typical remark 
overheard when the Tut- 
tle Hardware Co. ar- 
ranged this window. At 
the right of the seed- 
map can be seen the 
large basket of flowers 
which was electrically 
lighted in afternoons 
and evenings. Seeds 
from Tuttle’s bulk stock 
were used for the states. 
Mirrors represented the 
principal lakes and small 
towers indicated leading 

cities 


“Early in February this table is taken up to the front 
of the store and placed in a conspicuous place. From 
that time on we push seeds, talk seeds and we sell seeds! 


6é 

Just prior to Easter this year we had a window dis- 
play which aroused more than ordinary comment. It 
was in the form of the map of Iowa made entirely from 
different kinds of seeds. The map measured 5 by 8 feet 
and showed the 99 counties of the State. It was the 
most effective seed window we ever arranged. There 
were few persons who went by this window without 


stopping. When the window was unveiled the people 


began gathering in groups and all day long, for many 
days and evenings, there were many spectators outside 
who became customers inside.” 








Upward Trend 


in Building Seen by S. W. Straus & Co. 








In their monthly survey on building con- 
struction, S. W. Straus & Co., of New 
York, N. Y., report that building permits 
issued or plans filed in 590 leading cities 
and towns in 48 States indicate an upward 
trend in building activities. April permits 
granted in the 590 cities totaled $538,446,- 
781, compared with $347,949,526 in April, 
1928. April permits also showed a gain 





over those of March this year, which to- 
taled $408,667,003. The normal seasonal 
variation between the two months, the re- 
port states, is a 1 per cent decline. 

Of the 25 cities which led the country 
in plans or permits in April, 16 showed 
gains over the preceding month and the 
preceding year and 17 reported larger vol- 
umes this April than for April, 1927. Chi- 


cago showed a loss this year from botlr 
April, 1928, and April, 1927. Among the 
cities in which there was a definite upward 
trend are Baltimore, Washington, Detroit, 
Minneapolis, Milwaukee, Houston, San 
Antonio, Seattle, Hartford, Birmingham, 
Oklahoma City, and Tulsa. There has been 
a marked falling off in such activities in 
the suburban areas of principal cities. 
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What Rubbing Elbows with Hardware Retailers 
Has Taught Me 


A Survey Tour Covering 


18 States Brings to Light 


Interesting Facts and Comparisons 


' By W. W. 


Epiror’s Notre: The author of this article is a 
practical merchandiser with many years of retail 
experience. He is also a student of merchandis- 
ing, has conducted research campaigns in several 
retail fields, and has personally visited hundreds 
of retail hardware stores. He is at present asso- 
ciated with R. E. Palmer & Co., merchandising 
magazines, and the Hart Publications. In view 
of his experience, his observations should be of 
especial interest to the retail hardware trade. 


OR nearly a quarter of a century my time and effort 
Fi: been devoted to scientific merchandising on a 
general scale. It has been a remarkable, as well as 
a pleasant experience. It includes indulging in selling 
programs of some forty-five different businesses in a 
national way. All the lines involved were different, rang- 
ing from the ham end of a hog (for advertising purposes 
it was known as Majestic Brand) to a group of beauty 
preparations. The two industries mentioned each run today 
close to the billion dollar mark in annual turnover. Sand- 
wiched in between these two extremes were 43 lines, 
varied and interesting, but too numerous to elaborate on 
at this time. Each one of those industries and businesses 
had its own vital problems, particularly in the retail end, 
and while some of the problems were far more serious 
than others, yet problems they were, and as such had to 
be solved. : 
Obsetvation of the retailers’ end was usually Act “A” 
in the drama of merchandising. What to do—where to 
do it—and when—were the paramount questions. Obser- 
vation—“Elbow Rubbing’—we affectionately termed it, 
included calling on the retail merchants; borrowing good 
ideas to be passed on to the group collectively; building 
up a merchandising program, and by cooperation of the 
dealers, surely and solidly creating a genuine selling ma- 
chine system. Naturally after the observation, we had to 
strengthen the weak spots. Like an army observation air- 
plane, the merchandising observer “rises up” to discover 
weak spots; to ascertain where to attack and where to 
rear fortifications, in order that the particular business or 
industry may intelligently meet its competition. 


R ECENTLY I became busily engaged in a work which 
has to do with the retail hardware trade, and during the past 
year it was necessary for me to make one of those “Tours 
of Observation” in an attempt to measure the strong points 
and the shortcomings of the trade. 

This observation tour was indeed an eye opener, and 
an interesting one. First, let me say, that to my mind, 
the greatest rejuvenation of any particular line, is now 
under big momentum, in the hardware industry. New 
store fronts, new fixtures, new buildings, new methods, and 
a great many other worthy and much needed changes are 


HICKEY 


everywhere in evidence. Hardware retailers are becoming 
merchants instead of mere storekeepers. They are be- 
ginning to strengthen their weak spots, but a lot of real 
merchandising is yet to be done in their effort to meet 
the present competition. Chain stores, mail order houses, 
and other retail stores which feature hardware items are 
not the only real competition the independent hardware 
merchant faces. In addition there is that great group of 
other industries, which through scientific selling, are 
reaching out and converting “hardware money” into other 
channels. Millions of dollars per annum are drawn out 
of American homes direct by house-to-house canvassers, 
who sell the woman—usually on her own doorstep. 

This observation tour proved the value of the slogan, 
“Get the woman into your store.” The general laxity of 
effort toward getting women into hardware stores is still 
an amazing situation, particularly since it is conceded 
that women influence the spending of about 80 per cent 
of the household budget. However, it is encouraging to 
note that many hardware merchants are making real prog- 
ress toward winning women’s trade, even though there is 
still vast room for improvement. 


ym purpose of this article is to offer such suggestions 
as our observations lead us to believe will be of help to 
the retail hardware trade; to render constructive criticism, 
if criticism it may be called; to “hew to the line,” letting 
the chips fall where they may. 

In this survey covering 18 States, situated in various 
sections of this country, I found less than a dozen hard- 
ware merchants who maintained a practical, thorough 
“follow up” system on prospective buyers. By prospective 
buyers I refer especially to people who had visited the 
store, looking at and shopping for items which run into 
a volume of $25 or more per sale. I found fewer still 
who had any practical plan for securing names of pros- 
pects who came “buying bent,” regardless of the amount 
involved in the possible purchase. 

This is of great importance. Why is it so important? 
Reason 1. It may have cost the merchant several dollars 
over a period of time, through newspaper advertising, 
window displays, billboards, etc., to have finally induced 
the prospect to enter the store. 

Reason 2. Each prospect might be a mail-order or a 
mail-order retail store customer brought to town by the 
advertising of those organizations, and who, since they are 
in town, are “wising up” by shopping around. Up to 
this time the merchant may have had no opportunity to 
establish a personal contact with that particular prospect. 
The right kind of “follow up” might easily win a regular 
customer for the store. 

Now for a contrast: Think of the “follow up” system 
of a motor car agency, when a prospect comes around to 
look at a car, regardless of price—they have reconditioned 

(Continued on page 107) 
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ODERNISTIC treatment of window displays 

is increasing the sales volume in many hard- 

ware stores throughout the country. Every- 
where, the “modernistic” and the “futuristic” windows 
are to be seen. Dull tones have been somewhat relegated 
to the background and in their place are flaming colors, 
angles, pyramids and planes—all designed to catch the 
casual éye. 

Some merchandise lends itself readily to this type of 
display. In the hardware store, what items are more 
“modern” than the flaming colored houseware? The 
brightly tinted garbage pail, bread box, pantry set, coffee 
pot and can opener? These items found in the average 
stock make a colorful picture which is framed in the 
modern manner. 

Merchants are constantly realizing the true value of 
window arrangement. They have found that to have 
an effective window, the merchandise must be the domi- 





Modernistic Treatment of Window Displays 
Improves Pettee’s Sale of Housewares 


nating factor, with the display material subordinate, as 
the “frame” for the picture. 

Houseware dominated a recent modern window shown 
by Pettee’s in their main Oklahoma City, Okla., store 
at 121 W. Main St. The setting was truly modern 
with soft Springtime colors of green, orchid, pink and 
blue. As the items shown were colored, a most pleasing 
display was obtained. The window reproduced here- 
with featured the opening of Pettee’s new stove depart- 
ment on the third floor of their large building. A 
liberal trade-in allowance and budget terms of payments 
stimulated sales in a yery satisfactory manner. 

In writing about this display, C. E. Batchelor, adver- 
tising manager of the retail store says, “We expend a 
considerable sum each year on fixtures and backgrounds 
for our window displays. We believe that to capture 
the attention of the women customers there must be 

(Continued on page 109) 
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Carborundum Co. Announces 
Several Sales Dept. Changes 


The Carborundum Co. of Niagara Falls, 
N; Y., announces several changes among 
tle personnel of its sales department, ef- 
fective June 1. 

C. J. Steuber, who has been district 
sales manager with headquarters at the 
Carborundum sales offices and warehouses 
at Milwaukee, has been appointed district 
sales manager at Detroit. His headquar- 
ters will be in the new Carborundum 
Building, 2759 East Grand Boulevard, De- 
troit, Mich. Mr. Steuber succeeds An- 
thony Dobson, who is retiring from ac- 
tive business. Previous to his being dis- 
trict sales manager at Milwaukee, Mr. 
Steuber. was a member of the Detroit 
sales force, specializing on the sale and 
servicing of Carborundum coated abra- 
sives. 

H. E. Kerwin has been appointed as 
district sales manager at Milwaukee, to 
succeed Mr. Steuber. Since 1910 Mr. 
Kerwin has been a member of the Car- 
borundum sales force at Chicago and has 
had a long and valuable experience in the 
general abrasive field. 

Robert Rainnie, formerly a member of 
the sales engineering staff, will take over 
Mr. Kerwin’s old territory in the Chi- 
cago district. Mr. Rainnie has had many 
years of experience in the abrasive field, 
particularly in connection with sales ser- 
vicing and sales engineering. 

Announcement is also made of the ap- 
pointment of George Harden as sales man- 
ager for the country of Germany. Mr. 
Harden will make his headquarters at the 
Deutsche Carborundum Werke, Dussel- 
dorf, Germany. Previous to his appuiut- 
ment to this position Mr. Harden was 
a member of the Carborundum sales force 
covering the territory in and about Flint, 
Saginaw and Bay City, Mich. 

Mr. Harden’s old territory will be taken 
over by J. C. Gallen, who previously sold 
Carborundum products in the Lansing and 


Ann Arbor, Mich., districts with head- | 


quarters at Detroit. H. S. Monroe has 
been appointed to take over Mr. Gallen’s 
old territory. Previous to this change Mr. 


Monroe represented the Carborundum 
company as one of its grinding wheel 
salesmen in Detroit. His old territory 


will be taken over by Philip R. Dumas. 





Frank B. Toombs Dead 


Frank B. Toombs, general sales manager 
of the Chicago Steel & Wire Co., Chicago, 
Ill., passed away in his home in that city 
on April 15 as the result of pneumonia, 
complicated with pleurisy. He was one 
of the founders of the company, being a 
director and treasurer at the time of his 
death. 


Empire Knife Co. Kitchen Line 
Bought by the Voos Company 


The Voos Co., cutlery manufacturer at 
161 Porter St., New Haven, Conn., has 
purchased the line of kitchen knives, pock- 
et blade style kitchen knives and the par- 
ing knife line manufactured by the Em- 
pire Knife Co., Winsted, Conn. 














The company plans to maintain the high 
standard of quality which the Empire or- 
ganization built up with these products 
since 1856. The new lines will be manu- 
factured in the modern Voos plant and 
will fit very nicely into the present line of 
cutlery manufactured by the Voos or- 
ganization. 

















A. E. KASSELBERG 


Announcement was made in last week’s 
Harpware AGE of the promotion of Mr. 
Kasselberg to general sales manager of 
the Ken-Wel Sporting Goods Co., Utica, 
N. Y. 





Wagner Electric Corp. Moves 
Buffalo Service Station 


The Wagner Electric Corporation of St. 
Louis, Mo., has moved its Buffalo, N. Y., 
service station and branch sales office to 
a new building at 1796 Main Street. The 
new building was built in accordance with 
Wagner specifications in order to assure 
improvements in the handling of standard 


Wagner lines and in service work. The | 


Buffalo office handles the entire Wagner 
line, not only as a branch sales office, but 
also as a repair shop and service station. 





Germany Exporting Old Files 
to India and Far East 


In the past few years, German exporters 
have developed a profitable business with 
India and the Far East in old files, which 
are reworked by native blacksmiths into 
small tools.and knives. 

Until the German exporters entered 
this market, Far Eastern imports were al- 
most exclusiively from Great Britain, with 
an occasional small tonnage from the 
United States. The German prices are, as 
a rule, lower, although much higher than 
could be obtained for the files if they 


| were sold domestically or for export as 


steel scrap. 

Recent quotations have been £11 10s. to 
£12 10s. ($55.77 to $60.82) per ton for as- 
sortments of 50 per cent round, 25 per cent 
square and 25 per cent triangular, packed 
in 200-lb. cases. Rasps may not be in- 
cluded in an assortment and are always 
rejected by buyers in India. 








E. C. Atkins & Co. Stockholders 
Hold Regular Annual Meeting 


The regular annual meeting of the stock- 
holders of E. C. Atkins & Co., Inc., In- 
dianapolis, Ind., manufacturer of saws, saw 
tools, machine knives, trowels, etc., was 
held at the office of the company in In- 
dianapolis on Wednesday, May 22. A very 
satisfactory report was presented by the 
board of directors to the stockholders for 
the fiscal year ending April 30. 

The following officers were reelected for 
the ensuing year: Henry C. Atkins, presi- 
dent and general manager; Nelson A. 
Gladding, first vice-president, director of 
sales; William A. Atkins, vice-president, 
general superintendent; Elias C. Atkins, 
vice-president, production manager; Keyes 
W. Atkins, vice-president, manageg,South- 
western territory, Memphiss* a; Fred 
C. Gardner, secretary-treasure®, ” 

Directors inclade: -Henry €. Atkins, 
Nelson A. Gladding, William A. Atkins, 
Fred C. Gardner, Elias C. Atkins, Keyes 
W. Atkins, Sylvestér Johnson, Jr? 





Sales Talk on “Henry Brown” 
Printed on Corn Stalk Paper 
Extracts from the report of A. R. Sale, 

secretary of Iowa Retail Hardware Asso- 
ciation, before that body’s recent 31st an- 


nual convention, have been printed on 
paper produced from Iowa tall corn 
stalks. 


The convention ordered this talk on 
“Henry Brown,” which Mr. Sale present- 
-d, printed and distributed through a spe- 
cial resolution. The printing on the corn 
stalk paper is explained by Mr. Sale as 
being another suggestion to “Henry 
Brown” that new methods with old ma- 
terials are the order of the day. 





Thaulow Desires to Represent 
Manufacturers in Norway 
Lauritz Thaulow, 95 East Euclid, De- 
troit, Mich., is desirous of making con- 
nections with tool and hardware manufac- 


| turers for the purpose of representing them 





in Norway. 

With his brother, Hans H. Thaulow of 
Trondhjem, Norway, he will represent in 
Norway, English, German, Belgium and 
United States manufacturers. Lauritz 
Thaulow is an experienced hardware man 
and is familiar with conditions in European 
countries. 


J. W. Bartlett Is Dead 


J. W. Bartlett, secretary and treasurer 
of Rush, Gardner & Bartlett Co., retail 
hardware distributors in Marlin, Texas, 
passed away on May 19, following a ma- 
jor operation. He was 59 years of age 
and had spent his entire life in Marlin, 
the city of his birth. 

Mr. Bartlett entered the employ of Rush 
Bros. & Gardner in 1900. One year later 
he helped organize the present firm, at 
which time he was made secretary and 
treasurer. This position he held until his 
death. 

Mr. Bartlett was active in civic organi- 
zations. He is survived by his widow and 
two brothers. 
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Oneida Community May Buy 
Other Silverware Plants 


Pierrepont B. Noyes, president, Oneida 
Community, Ltd., Oneida, N. Y., authorizes 
the following statement: “For some months 
past the Oneida Community, Ltd., has been 
considering the acquisition of other fac- 
tories in the silverware field. The addi- 
tion of such units would materially help 
in rounding out our trade and consumer 
plan. 

“As a first step in the program we have 
offered to purchase the assets and proper- 
ties of Wm. A. Rogers, Ltd., Niagara 
Falls, N. Y., and Northampton, Mass. ; 
Simeon L. & George H. Rogers Co., Hart- 
ford and Wallingford, Conn., and Canadian 
Wm. A. Rogers, Ltd., Toronto, Canada. 

“In the event of our making these pur- 
chases, the newly acquired businesses will 
be operated as separate and distinct trade 
and manufacturing units. 

“Further data relative to the proposed 
purchases is not available, as the Oneida 
Community, Ltd., offer must be approved 
by each company’s stockholders before ad- 
ditional steps are taken. 

“The stockholders of Simeon L. & George 


H. Rogers Co. meet during June to decide | 


the question, and the Canadian Wm. A. 
Rogers, Ltd., shareholders meet on June 11 
to discuss the proposition. No objections 
to the proposed acquisition are anticipated 
by the several companies involved.” 





Parker Has Larger Quarters 
for Trade Association Work 


W. J. Parker, organizer and director 
of trade associations, announces the open- 
ing of larger quarters at 7 E. 44th St., 
New York, N. Y. He has an increased 
staff at work in the new office. 

Mr. Parker has had many years’ expe- 


rience in organizing and directing trade 


association activities. 


J. E. Vandeventer Is Dead 


James Evans Vandeventer, wire fence 
manufacturer of Anderson, Ind., and sec- 
retary of the Mid-States Steel Co., re- 
cent combination of wire fence plants in 
Michigan and Indiana, died as the result 
of a heart attack in his office at Anderson 
on the afternoon of May 21. He was 
sixty-eight years of age. 


Kokomo Stamped Metal Co. Buys 
Ridlen & Ridlen, Incorporated 


The Kokomo Stamped Metal Co., Ko- 
komo, Ind., has announced the purchase 
of the machinery equipment and good will 
of Ridlen & Ridlen, Inc., Fort Wayne, 
Ind., manufacturer of toy electric irons 
and juvenile electric ranges. 

John L. Reuss, treasurer and general 
manager of the Kokomo company, adds 
that all equipment has already been moved 
to Kokomo, and production is being con- 
tinued on an increased scale. 

Many improvements have been made in 
the Ridlen line, and the company plans an 
appreciable expansion that will include 


a very complete outlay of toy electric 
irons and electric ranges. 

The Kokomo Stamped Metal Co. manu- 
factures KoKoMo skates, Electricar and 
wheel goods. 


H. D. Hudson Mfg. Co. Now 
Carries Stock in Chicago 


H. D. Hudson Mfg. Co., has taken 
| warehouse space and offices in the North 
| Pier Terminal, 589 East Illinois St., Chi- 
| cago, Ill., where executive offices will be 
maintained. The company was formerly 
located at 550 McCormick Bldg., Chi- 
cago. The sales office formerly maintained 
at Oshkosh, Wis., has also been moved 
to the new executive offices, thus con- 
solidating at this point the handling and 
direction of sales in the entire area. The 
Minneapolis office will continue to func- 
tion throughout the Northwest as in the 
past, while orders from that part of the 
State, formerly covered by the Oshkosh 
office and from points south and east of 
Chicago, will be handled direct out of 
Chicago. 

The company will be able to better serve 
its many customers by having stock in 
| Chicago. 


| 
| 
| 
| 
| 





Kilborn & Bishop Co. Awarded 
| Navy Contract for Chisels 

The Kilborn & Bishop Co., New Haven, 
| Conn. was recently awarded a United 
States Navy contract for more than 21,000 
chisels. These were bought on a_per- 
formance and price basis. The company 
submitted its regular Green Line tools in 
the competitive tests. 





| Stover Mfg. & Engine Co. 
| Completes Reorganization 


A reorganization has recently been com- 
pleted by the Stover Mfg. & Engine Co. 
of Freeport, Ill. M. A. Steele, president 
of the company since 1918, has resigned, 
and control of the company has passed 
from the hands of Chicago capitalists to 
Stover executives and other Freeport in- 
terests. 

R. M. Bennethum, who for many years 
has been an executive of the company, is 
the new president and general manager. 
John W. Henney is the chairman of the 
board of directors. Lee Madden has been 
elected vice-president in charge of sales 
and C. H. Green is secretary of the cor- 
poration. 





outgrowth of the business established many 
years ago by the late D. C. Stover, and 
when it was reorganized in 1916 the con- 
trol passed to Chicago. The company 
manufactures windmills, feedmills, feed 
grinding mills, saw frames, farm lighting 
plants and hardware specialties. 

Officials of the company have stated 
that no change in the line of products was 
contemplated, and that the organization 
would continue in the same field in which 
it has been engaged for more than fifty 
years. 








The Stover Mfg. & Engine Co. is an | 





St. Joseph, Mo., Hardware Men 
Organize for Mutual Benefit 


An organization of retail hardware mer- 
chants at St. Joseph, Mo., has recently 
been formed, to be known as the Service 
Hardware Stores. It is announced by the 
management that the new organization will 
not be affiliated with any chain but that 
the stores have banded together to buy to 
better advantage and to sell at a lower 
cost. 

Officers of the newly formed organiza- 
tions are Victor Schwein, president; H. C. 
Miller, treasurer; Fred Neudorff, secre- 
tary. 

The following stores are members of 
the Service Hardware Stores organization: 

Curtin & Clark Hardware Co., August 
Schwein Stove Co., Neudorff Hardware 
Co., the Clyde S. Stouffer Hardware Co., 
F. X. Giesler, Williams Hardware Co., 
Roseler Hardware Co., Japhet Hardware 
Co., A. J. Felling, Valley Hardware & 
Supply Co., M. J. Donegan Plumbing, 
Heating & Hardware Co., Scanlan’s Hard- 
ware & Furniture Co., Leo J. Scott and 
A. T. Smith. 


Jobbers’ Hardware Club 
Incorporated in Chicago 


The Jobbers’ Hardware Club has been 
incorporated in Chicago, Ill, according to 
an announcement from J. H. Cumming, 
the president. 

In addition to Mr. Cumming, who for 
the past twenty-five years has been sell- 
ing the output of different factories to 
the jobbing trade, other officers are as 
follows: 

E. M. Wallgren, vice-president; Perry 
B. Brelin, second vice-president and coun- 
sellor; Henry W. Bartling, secretary, and 
C. G. Barth, treasurer. 

Mr. Barth was for many years vice- 
president of the Rehm Hardware Co., and 
Mr. Wallgren is president of the Liberty 
Coaster Manufacturing Co., Chicago, IIL, 
and was for twelve years associated with 
Joseph T. Ryerson & Son. Mr. Bartling 
is with the National Enameling & Stamp- 
ing Co., Milwaukee, Wis. Mr. Brelin is 
an attorney. 

These officers will act as directors for 
the coming year and will be guided by an 
advisory board of twenty-five selected 
from members among the jobbing trade 
in the United States and Canada. Quar- 
ters have been engaged in the new Mer- 
chandise Mart to be finished by May 1 
of next year, and in the meantime tem- 
porary offices will be occupied. 


Richard Doyle Passes Away 


Richard Doyle, who traveled through- 
out the country for forty-six years, vis- 
iting hardware and sporting goods dealers, 
passed away on May 15. He was eighty- 
two years of age. 

Mr. Doyle had been connected with the 
Ithaca Gun Co., Ithaca, N. Y., and was 
known by all the veterans in the trade. 

Five daughters and a_ son, Richard 
Doyle of Cranford, N. Y., survive. 
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Nelson, Michigan Field Man, 
Addresses Pittsburgh Dealers 


Better merchandising and business con- 
trol was discussed at the May meeting of 
the Pittsburgh Retail Hardware Associa- 
tion, held in that city on May 24, by 
Charles F. Nelson, field secretary of the 
Michigan State Hardware Association. 
Mr. Nelson emphasized particularly the 
need for hardware merchants to plan ahead 
if their business is to be successful. 
“Business,” he said, “is governed by law 
and not by luck, and there is a penalty 
for every violation of the fundamental 
laws of good merchandising.” 

Mr. Nelson went into considerable de- 
tail in explaining the importance of the 
time factor in buying. The hardware mer- 
chant, he pointed out, gains nothing by 
buying direct from the mill in carload lots 
in order to get a larger discount, as the 
cost of carrying such a large supply of 
goods in stock soon eats up this saving. 
The time cost and the effort cost should 
be applied to all items, and according to 
the speaker it costs about 2% per cent 
of the selling cost for every month goods 
stay on the shelf, 

A representative of the Duquesne Light 
Co. of Pittsburgh was present at the meet- 
ing to explain a campaign to sell electric 
percolators, which is to be conducted by 
the company during June. He asked the 
cooperation of the hardware dealers in 
putting the campaign over. The campaign 
will be conducted on a percolator retail- 
ing for $4.95, which is made by the West- 
inghouse Electric & Manufacturing Co. and 
distributed by the Iron City Electric Co. 
Dealers were encouraged to sell the per- 
colator on the instalment plan, and the 
light company will take over the account 
after the initial down payment and assume 
the entire risk for its payment. A small 
charge will be made to cover possible loss 
on bad accounts. 

Present officers of the association were 
nominated to succeed themselves for the 
ensuing year. They are: J. E. McCul- 
lough, McCullough-Whitfield Hardware 
Co., president; Theodore Backoefer, Oak- 
land Hardware Co., treasurer, and 
Charles W. Scarborough, Scarborough & 
Klaus Co., secretary. They will be elected 
at the June meeting. 





Mrs. A. F. Jenkins Passes On 


Mrs. Alexander F. Jenkins, wife of the 
president and treasurer of the Alexander 
Milburn Co., 1416 W. Baltimore St., Bal- 
timore, Md., recently passed away. Her 
death followed a brief illness. 





Bemis & Call-Holland Tack 
Appoint John Rowntree, Inc. 


John H. Rowntree, Inc., manufacturers’ 
representative at the Chamber of Com- 
merce Bldg., Los Angeles, Cal., announces 
that it has been appointed Western sales 
agent for the Bemis & Call Co., Spring- 
field, Mass. It will handle both the Bemis 
& Call wrench line and the wrenches for- 
merly produced by the Coes Wrench Co., 
which Bemis & Call now manufacture at 
the Springfield plant. 





The Rowntree organization also advises 
that it is now the sales agent in the West 
and Pacific Coast territory for the Hol- 
land Tack Co., Baltimore Md. Offices 
of John T. Rowntree, Inc., are main- 
tained at Los Angeles, San Francisco, 
Portland, Seattle, Salt Lake and Denver. 





E. C. Atkins & Co. Not 
Merging Nor Planning 
Such Action 


N. A. Gladding, first vice- 
president and general salesman- 
ager, E. C. Atkins & Co., Inc., 
Indianapolis, Ind., has issued a 
definite statement dated May 27, 
that his company has not been 
merged with any other organiza- 
tion nor does the company con- 
template any such action regard- 
less of any rumors to that effect. 
“There is no truth, whatever, in 
the rumor,” says Mr. Gladding. 
“E. C. Atkins & Co. is proceeding 
independently the same as it has 
since its establishment in 1857, 
with the same. officers who have 
been in charge for many years.” 











Hardware Square Club Holds 
Shore Dinner on May 24 


Representing all branches of the trade, 
about eighty-five hardware men attended 
and enjoyed the first annual shore dinner 
of the Hardware Square Club, New York 
City, held at Tappens, Sheepshead Bay, 
N. Y., on May 24. 

President Ralph Allen, with the help 
of a few very active members, handled 
all the arrangements. Past-President Fred 
Pfeiffer handled the sale of tickets. The 
club meets every third Tuesday in the 
Holland Social Room, Masonic Temple, 
71 West 23rd St., New York City. 


Harmon & Dixon Agents for 
Armour Sand Paper Works 


Armour Sand Paper Works, Chicago, 
Ill. has appointed Harmon & Dixon, 
manufacturers’ sales representatives and 
distributors at 42 Murray St., New York, 
N. Y., as its metropolitan district and ad- 
jacent territory sales agents. 


R. J. Healey Will Represent 
Shane & Hays Brush Line 


Richard J. Healey, Killingly, Conn., has 
been appointed as a sales representative 
for Shane & Hays, 350 Classon Ave., 
Brooklyn, N. Y., manufacturers of a com- 
plete line of brushes. He will cover the 
States of Connecticut, Massachusetts and 
Rhode Island. Mr. Healey is a member 
of The Nutmeggers and is well known 
among hardware men in the New England 
territory. 








Merchandising by Utilities 
Reviewed at Booster Meeting 


Every hardware trade organization 
should have a standing committee on trade 
relations with public utilities to bring about 
a better standard of merchandising prac- 
tice and the consequent better feeling be- 
tween merchants and the electric and gas 
companies was the recommendation of 
Clyde Jennings, Editor, Electrical Goods 
Section of Harpware AGE, who spoke to 
The Hardware Boosters and guests at the 
May 25 meeting, the last of the season, 
held in the Hardware Club, New York, 
N. Y. 

The speaker reviewed the history of 
merchandising by utilities to show that the 
present situation was somewhat a natural 
development, and that the present turn was 
for the better. The work of the joint 
committee representing the utilities and 
various merchandising trade associations 
is having a marked effect on policies of 
large utility companies, the leaders of 
which have realized that more electrical 
merchandise will be sold if more enthusi- 
astic merchandising outlets are established, 
and, further, that friendship and support 
of merchants is a valuable asset to the 
utility. 

Always, Mr. Jennings said, the merchan- 
dising situation should be considered a 
Jocal’one, and an effort at agreement made 
between local managers and merchants. 
The speaker predicted that the next move 
by utilities would be to offer merchants 
an opportunity to sell on the same terms 
as the utility. This development will be 
hurried by the inability of utilities to mer- 
chandise equipment needed for the elec- 
trified farm. 

Chief Booster Geo. H. Fisher presided. 
Following the reports of Secretary Roy C. 
Schmidt and of various committee chair- 
men, the members voted to discontinue 
membership in the National Council Trav- 
eling Salesmen’s Associations. 





W. C. Mahoney Will Handle 
N. Y. Sales for Du-All 
The Du-All Mfg. Co., maker of mops. 
dusters and polish in Geneva, Ohio, an- 


nounces the appointment of W. Clark 
Mahoney, 154 Nassau Street, New York, 


| as its sales representative in Greater New 


York. 
Mr. Mahoney is well known to the hard- 
ware trade in that territory. 





Vaughn & Bushnell Co. Names 
Baker, Hamilton & Pacific Co. 


On June 1, Baker, Hamilton & Pacific 
Co., wholesale distributor of hardware at 
700 Seventh St., San Francisco, Cal., be- 
came a 100 per cent central and northern 
distributor of the full line of tools pro- 
duced by Vaughn & Bushnell Mfg. Co., 
Chicago, III. 

This jobbing house is one of the larg- 
est on the Pacific Coast. Its representa- 
tives cover the Western States, Alaska, 
Australia, Hawaii, etc. The company 
will carry all numbers of the Vaughn & 
Bushnell line for distribution to the trade. 
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’ F. A. Lyman Now Directing 
New Farm Fence Institute 


F. A. Lyman, formerly in charge of the 
research department of the National Asso- 
ciation of Farm Equipment Manufacturers, 
assumed the duties of managing director 
of Farm Fence Institute on May 15. 


The Farm Fence Institute was organ- | 
ized by manufacturers of farm fence for | 


a program of market research and in- 
vestigational work to study and promote 
the use of fence for more profitable and 
efficient farm management and operation. 
Such angles as the rearrangement and 
fencing of fields for the most efficient use 
of modern power machinery, improving the 
appearance of the farmstead, the relation 
of fence to diversified farming and live- 
stock production, its use as an aid to poul- 
try and swine production in accord with 
the modern methods of sanitation and simi- 
lar phases will be studied. 

Mr. Lyman’s work will also include mer- 
chandising studies for the aid of retail 
dealers selling farm fence. A study ot the 
potential farm market for fence will form 
an important part of the research pro- 
gram. Headquarters will be at 215 North 
Michigan Avenue, Chicago, III. 


Ala Mfg. Co. Has Become 
Hydrometer Corp. of America 


Ala Mfg. Co., manufacturer of hy- 
drometers at 401 South Sangamon Street, 
Chicago, Ill., has changed its name to 
Hydrometer Corp. of America. This or- 
ganization was incorporated in 1920 and 
has enjoyed a steady and continued growth. 

George E. Anderson is chairman of the 
board, Earl W. Anderson is president, and 
Ben J. Koral is vice-president in charge 
of sales, advertising, and sales promotion. 


Texas Hardware Jobbers Will 
Convene at Galveston in July 


The annual meeting of the Texas Hard- 
ware Jobbers Association will be held in 
the Buccaneer Hotel, Galveston, on July 
12 and 13. Trade problems will be dis- 
cussed and officers elected for the ensuing 
year. W. A. Cortes, Bering-Cortes Hard- 
ware Co., Houston, is incumbent president 
and L. B. Everett, secretary. 





Grey Wolf Pelt Wins Annual 
Trap Co. of America Contest 


The huge pelt of a grey wolf, believed 
to be that of “Aullar,” a notorious sheep 
killer of the Far West, was awarded first 
honors in the annual contest which the 
Animal Trap Company of America, Lititz, 
Pa., sponsors to encourage more careful 
handling of raw fur. 

O. H. Blackerby, of Hidivide, Wyo., 
was awarded $1,000 and a gold medal for 
the first prize pelt which was entered by 
the E. A. Stephens Fur Co., of Denver, 
Colo. 

The winning pelt was picked from hun- 
dreds of thousands of pelts, coming from 
all over the United States and Canada. 


Although but in its second year, the con- 
test has created great interest, and next 
| season the company is planning to offer 
| $2,500 in prizes, of which $1,500 will go 
| to trappers and $1,000 to be divided among 
retail dealers handling traps. 

Second prize went to a skunk trapped 
by Arthur Lowell, of Franklinville, N. Y., 
submitted by Kakas Bros., Inc., Boston, 


coon trapped by Everett Powers, of War- 


Dunkirk, Ohio. 





Leonard Refrigerator Names 
Hollinger, Advertising Manager 


Holt Hollinger has been appointed man- 
ager of advertising and sales promotion 
by Leonard Refrigerator Co., Grand 
Rapids, Mich., succeeding Earl Lines, who 
was recently named director of advertis- 
ing and sales promotion of the Kelvinator 
Sales Corp. at Detroit. 

Mr. Hollinger has for the past five years 








HOLT HOLLINGER 











been with the Battle Creek Food Co., where 


motion. He is president of the Adcraft 
Club of Battle Creek, a member of the 
Boy Scout Council and in charge of their 
publicity, director of the school of adver- 
tising in Battle Creek, and a speaker on 
the Bureau of the International Advertis- 
ing Association. 

At the 1929 Convention of the Fifth 
District, International Advertising Associ- 
ation, Mr. Hollinger presented the peti- 
tion of Battle Creek for the 1930 conven- 
tion which won over all other contenders 
for the convention. 


McCaffrey Appoints Rowntree 


The McCaffrey File Corp., Fifth and 
Berks Streets, Philadelphia, Pa., announces 
the appointment of John T. Rowntree, Inc., 
Los Angeles, Cal., as its representative for 
its line of files and rasps in Montana, 
Idaho, Oregon, Wyoming, Nevada, Wash- 
ington, Colorado, Utah, New Mexico, 





Mass. Third honors were awarded a rac- | 


ren, Ohio, and entered by Melvin Woodruff, | 


he had charge of advertising and sales pro- | 


| Metalcraft Corp. Now in New 
Modern Factory Building 


The ‘Metalcraft Corp. in St. Louis, Mo., 
has erected a thoroughly modern factory 
building. The new building has a large 
frontage on Penrose Ave. and contains 
| about 6000 sq. ft. of glass, making it a 
daylight plant. ' 
| It is a fireproof constructed, well venti- 
| lated plant. All goods in the process of 
| 
| 





manufacture rotate in a semicircular fash- 
| ion toward different divisions of the pack- 
ing and shipping sections, with a minimum 
of hand movement from rough part to 
finished article. 

This new factory has good shipping fa- 
cilities. A modern cadmium plating plant 
with facilities for plating 20,000 parts a 
day is one of the distinctive features. 


Twelve Ladder Manufacturers 
Receive Licenses to Use Safe 


Ladder Label 


Since the inception of the safe ladder 
movement licenses to use the safe ladder 
label on ladders built to conform to the 
safety specifications of the Ladder Manu- 
facturers’ Association have been issued to 
the following manufacturers : 

The W. W. Babcock Co, Bath, N. Y. 

Bauer Mfg. Co., Wooster, Ohio. 

Consolidated Pump Co., Toledo, Ohio. 

Davenport Ladder Co., Davenport, Iowa. 

Goshen Churn & Ladder Co., Goshen, 

Ind. 
Holland Ladder & Mfg. Co., Holland, 
Mich. 

W. H. Moulton Co., Boston, Mass. 

F. B. Pease Co., Rochester, N. Y. 

Peru Basket Co., Peru, Ind. 

Rich Pump & Ladder Co., Cincinnati, 

Ohio. 

Goshen Mfg. Co., Goshen, Ind. 

Keystone State Products Corp., Blairs- 

ville, Pa. 

Reports received from the Ladder asso- 
ciation state that a check-up of ladder out- 
lets in numerous communities reveals the 
fact that the campaign of the association 
to fdcus attention on the need of consider- 
ing the safety factor when buying ladders 
is bearing considerable fruit. It is stated 
that already there has been a considerable 
decrease in the number of accidents caused 
by defective ladders. 

It is the contention of the Ladder Man- 
ufacturers’ Association that ladders are 
unlike most other commodities in that every 
time a ladder is used a life is jeopardized. 
Few people realize how serious and danger- 
ous an implement a ladder can be. If too 
light a material is used, too few rivets or 
bolts provided, or other price-reducing ex- 
pedients are resorted to, flimsy construction 
results and accidents follow. 

Since statistics prove that most ladder 
accidents are caused by poor construction, 
rather than by negligence on the part of 
the user, it is obvious that the most effec- 
tive manner for preventing such accidents 
is to increase the stability of ladders them- 
selves. It is for this reason that the Lad- 
der Manufacturers’ Association has worked 
out a code of safety and is licensing its 
members to use a safety label on all lad- 





Arizona, and California. 


ders which conform to this code. 
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“Out-U-Kum” Weed Pullers 


C. S. Norcross & Sons, Bushnell, IIL, 
manufacturer of “Norcross” garden cul- 
tivators and other lawn and garden tools, 
is now packing its “Out-U-Kum” weed 
pullers in an attractive display carton 
which is imprinted in colors and has illus- 








trations of the tool in actual use. Further 
directions for the user appear on the label 
affixed to the handle of each puller. 
One-half dozen pullers are packed in a 
carton, which is constructed in such a 
manner that it will stand alone on the 
sales floor or can be leaned against the 
counter or display table. The “Out-U- 
Kum” weed puller is said to be the only 
tool of its kind being offered to the trade 
in a “silent salesman” carton. 


Thickness Gage Stock in Rolls 


The L. S. Starrett Co., Athol, Mass., 
announces thickness gage or “feeler” stock 
in a new and handy form for production 
operations where certain thickness or 
thicknesses are in constant use. The No. 
666 Starrett thickness gage stock comes 


gt 


FEEL i. 





in 25 ft. rolls, %4 in. wide, and in thick- 
nesses from 0.0015 to 0.015 of an inch, 
packed in dirt-protecting metal cases. 
The No. 666 Starrett thickness gage 
stock is spring tempered to insure ac- 
curacy and dependability 








extra heavy 





and marked | 


every 6 in. with a line, the thickness and 


the name Starrett, which allows accurate | 


cutting and eliminates waste. It has the 
decided advantage in that if the “feeler” 


stock becomes bent or kinked from use, | 
the damaged part is quickly cut off and | 


the work continued. 

Used in a Starrett thickness holder No. 
806, which holds any thickness from 0.0015 
to 0.025, the last bit can be utilized and no 
chance of cut fingers. 


The Nu-Art House Numbers 


Macklanburg-Duncan Co., P. O. Box 
1197, Oklahoma City, Okla., is manufac- 
turing a new house number made from 
bronze. The 


Mhadstae 





numbers are polished and lacquered. They 
are displayed in a permanent display case 
which holds one dozen of each of the num- 
bers and an envelope containing escutcheon 
pins for mounting. The case is mahogany 
finished. 


North Ridge Decorative Trees 


An attractive line of decorative trees 


| for window or other display purposes has 


been placed before the trade by North 


Ridge Brush Co., Inc., Freeport, III. 





These trees are made of cactus fibre, 
dyed a fast green and tipped in white, 
giving a most pleasing effect. With the 
trees, a novel winter scene can be repro- 
duced. They can be used as background 
for most any type window display or for 
constructing a model village. North Ridge 
Pines are made in eight sizes, from 4 to 
32 in. in height. 

The company also manufactures display 
wreaths which find favor at the Christmas 
season. 


Nu-Art house | 


| 


| 
| 


| for hardness design and fitness, 











Six Blu-Forge Wrenches 
Within recent months The Bridgeport 


| Hardware Mfg. Corp., maker of tools and 


hardware specialties in Bridgeport, Conn., 
has introduced to the trade its line of Blu- 
Forge wrenches. 

These wrenches are drop-forged from 
carbon steel and have a new cadmium rust- 
finish. They have withstood tests 
and will 
fit practically every size of bolt, nut and. 
cap screw in common use. 


proof 


These Blu-Forge wrenches come both in 


| open stock and in sets of six. With every 


| kit. 





set of six there is included a novel wrench 
It has a separate compartment for 
each wrench, so that one can be taken out 
without disturbing the others. It is made 
of steel and finished in blue Duco. This 
is a sturdy kit; it won’t rattle and induces 
the wrench user to replace any lost tools 
from the dealer’s open stock in order to 
keep the kit filled. 

A counter display which shows both the 
wrench set and the kit is available to 
dealers. 


Wood Frame Louver Ventilator 


A strong, durable and neatly finished 
ventilator is now being manufactured by 
The F. E. Schumacher Co., of Hartville, 
Ohio. The Louver window ventilator al- 





lows fresh air to circulate through the 
room but prevents rain, dirt, and draft 
from entering. Each section has 12 open- 
ings. 

The ventilator is made in two sizes 
and can be adjusted to fit any size win- 
dow. The Louver ventilator has a wood 
frame and metal louvers. 
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WASHINGTON NEWS LETTER 


Federal Trade Commission Receiving Interesting Data on Chain Store 
Investigation—New Ruling Regarding So-Called “Clandestine” Trade 


Practice Conference—Simplification on Ice Cream Containers 


(Washington office of HARDWARE AGE) 

The Federal Trade Commission re- 
ceived 1000 letters from wholesalers in 
April pertaining to schedules sent out in 
connection with its chain store investi- 
gation. The showing is considered only 
fair by the Commission in view of the 
total of 12,000 questionnaires mailed to 
this class. The situation, however, was 
declared to be better than one month 
previously, when the Commission an- 
nounced that wholesalers were not re- 
sponding promptly, and expressed sur- 
prise at the delay, believing that neglect 
of the wholesalers in furnishing the in- 


formation sought would not react to | 


their benefit. Out of a total of 7200 
schedules sent originally to chain 
stores 100 were returned in April. 
>. a 

Of much interest to trade associations 
and business interests generally is the 
action last week by the Federal Trade 
Commission in voting to rescind the so- 
called “clandestine” trade practice con- 
ference rule adopted last October. Ever 
since its adoption it has been a source 
of a great deal of discussion and of dif- 
ferences of opinion within the commis- 
sion. Chairman Edgar A. McCulloch 
dissented to the action of the Commis- 
sion and presented a memorandum. 

The rescinded rule read as follows: 

“That the clandestine violation of any 


of said resolutions, those accepted by | 


the Federal Trade Commission merely 
as expressions of the industry as well 
as those approved by said Commission, 
shall be deemed unfair methods of com- 
petition.” 

The resolution originally was passed 


by a three to two vote, but since then | 


the personnel of the Commission has 


changed and a majority has contended | 
that it was illegal, one contention be- | 


ing that it makes a legislative body of 
the Commission. The resolution re- 
fers to what is known as Group 2 of the 


Trade Practice Conference rules. These | 


rules forbid what the Commission had 
previously considered lawful. 
late to economic and ethical questions 
and not to unfair methods of competi- 
tion, according to members of the Com- 
mission who opposed the rule. Com- 
missioner W. E. Humphrey has pointed 
out that the resolution makes an act, 
not in itself unlawful, an unfair method 
of competition, and that if such a rule 
is violated clandestinely the Commis- 
sion would attempt to enforce an order 
to cease and desist against the concern 
so violating it. He charged that it gave 
too much power to the Commission and 
said that there has been a widespread 





They re- | 


By L. W. MOFFETT 


feeling that the effect of the resolution 
| would largely injure, if not completely 
| destroy, the Trade Practice Conference 
| system. 

“It makes it lawful for those who 
| stay out of the conference to do certain 
things that it is unlawful for those who 
| join the conference to do,” Commis- 
| sioner Humphrey said. “It places a pre- 
| mium on the ‘bushwhackers’ and pirates 
| of business. It gives special privileges 
to the very class that we desire to con- 
trol and suppress. It gives to those 
who will not approve the action of a 
conference an unfair advantage over 
those who do.” 

It was explained by Mr. Humphrey 
| that if the Commission issued an or- 
| der against a violator, it would not be 
| to cease and desist from violating the 
rule, but to cease and desist from clan- 
destinely violating it. 
| “When it has been discovered by the 
| Commission and they have published 
| the fact to the world, and have produced 
| evidence to sustain it and necessary to 





| furnish the foundation for such an or- | 
| der, all of which they must do before | 
| taking any steps against it, can it be | 


said that the violation is any longer 
| clandestine? This is the only re- 
| corded instance where wrong is changed 
| to virtue by being found out. When- 
ever we have facts sufficient to issue an 
order against one to stop violating a 
|rule clandestinely, has it not already 
| ceased to be a clandestine act?” He 
added that this is one case where pub- 
licity completely cures the evil. Pub- 
licity, he stated, destroys the “clan- 
destine.” It would be impossible, he 
asserted, to issue a valid order to cease 
| and desist from doing a thing clandes- 
tinely. 

Commissioner McCulloch, in his dis- 
sent, said that no fear need be enter- 
| tained that the Commission, by the 
| declaration of policy in advance, will 
have denied to the offender a fair trial 
| upon the facts of his particular case. 
Judge McCulloch expressed the opinion 
| that the Commission’s policy of pre- 

venting secret violations of trade prac- 
| tice conferences is not invalid and that 
| it should not be abandoned. Notwith- 
| standing the difficulties which may 
| arise in inforcing the policy, he said, it 
|is not without value to industries in 
which there is a desire to establish, 
through conference rules, sound busi- 
ness practices and to eliminate un- 
wholesome ones. 

- 


* * 


The metal schedule of the revised 
tariff bill carried but few améndments 


| to the draft as it was originally re- 
ported by the Ways and Means Com- 
| mittee and these were decided upon at 
a conference of majority members of 
| the committee prior to passage of the 
| bill on May 28. One amendment in- 
| creased from lc. each and 50 per cent 
| ad valorem to 2c. each and 50 per cent 
|ad valorem the duty on _ penknives, 
poketknives, clasp knives, pruning 
knives, budding knives, erasers, mani- 
cure knives, and all knives by what- 
| ever name known, which have folding 
or other than fixed blades or attach- 
ments. Another amendment grouped 
carbon steel cutting tools, including 
| twists and other drills, milling cutters, 
| taps, dies, die heads and metal cutting 
| tools of all descriptions, in the para- 
| graph with such tools made of alloy 
| steels. The carbon tools were given a 
| duty of 50 per cent, while a duty of 60 
per cent was provided for the alloy 
tools. The bill has been referred to 
the Senate Committee on Financing, 
which will hold hearings. If precedent 
is followed, the Senate will make many 
| changes in the House bill. 
co * o* 


Speaking before the twenty-second 
National Conference on Weights and 
| Measures, which convened at the Bu- 
|reau of Standards on June 4 and will 
| adjourn on June 7, Ridgway Kennedy, 
| chairman, Simplified Practice Commit- 
tee, International Association of Ice 
| Cream Manufacturers, told of work ac- 
complished and under way regarding 
standardization of ice cream cans, 
| molds and cartons. He pointed out 
that the general use of mechanical re- 
frigerated cabinets has to a large ex- 
tent standardized the use of the 5-gal. 
can. This year, Mr. Kennedy said, the 
| committee has devoted its attention to 
a study of the 2-gal. brick mold di- 
mensions and cartons for hand packed 
| quarts and pints, and the quart and 
pint machine filled cartons. The com- 
mittee’s investigation disclosed, it was 
stated, that the same condition exists 
with molds and cartons as with the can 
sizes and that many different molds 
'and cartons having the same capacity, 
but of widely varying dimensions, are 
being used. The preliminary meeting 
of the committee was held in New 
| York on April 3. A questionnaire was 
| prepared and sent to the membership 
| of the Dairy and Ice Cream Machinery 
| Supply Association, Inc., on the sizes of 
| cartons and molds and gallonage han- 
| dled in each size. The result of this 
a will indicate the impor- 
| tant sizes to be considered. 
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Summer Hardware Trade Is On | 


—Collections Are Fair 


NEw YorK, June 5.—Somewhat varying conditions prevailed in 
the country’s hardware markets during the past week according to 


reports from leading market centers. 


Where the heat wave has 


been experienced, there has been stimulation in the sale of summer 
lines such as lawn and garden equipment, sporting goods, auto 
accessories, and in fact all advanced season merchandise. 

In some instances a falling off in trade as compared with last 
April and May is reported, and in others a backward condition of 
crops has retarded sales, but these are entirely of a local nature, 
and the nation in general is in a highly satisfactory condition as 
far as hardware sales are concerned. 

The tourist trade has already commenced and from this point on 
will mean a great deal to dealers in smaller centers. 

The consensus of opinion is that the summer may be looked to 


as a normally healthy one for the hardware trade. 


Collections are fair. 





Wholesale Trade Decrease Is 
Less Than Seasonal 


A less than seasonal decline in whole- 
sale trade in April, as compared to March, 
was noted on May 28 by the Federal Re- 
serve Board in the monthly survey of the 
jobbing business. 

The decrease was 5 per cent. Com- 
pared to April a year ago, sales of report- 
ing firms were 9 per cent larger, the in- 
crease in volume being general for all lines 
of trade. The largest increases were in 
the sale of furniture, dry goods, men’s 
clothing and hardware. 

Decreases from the month before were 
shown for sales in five of the lines of 
trade. The grocery and hardware business 
showed larger sales, and those of drugs 
showed no change. ; 

“Sales of agricultural implements, which 
are not included in the board’s index of 
wholesale distribution, were larger in April 
than in the previous month,” the board 
said. Orders for machine tools, though 
smaller than in March, continued larger 
than a year ago. 

Wholesale trade in April, as compared 
to March, showed a 36.9 per cent decline 
for men’s clothing, 13 per cent drop for 
dry goods, and a 9.1 per cent decrease for 
boots and shoes. Other changes were 
slight. 

As compared to April, 1928, dry goods, 
men’s clothing and furniture showed ad- 
vances of practically 14 per cent, while 
hardware was up 12.5 per cent and meats 
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9.3 per cent. Other changes were negli- 


gible. 





Bank Debits Unchanged in Week 
Remain at $18,535,000,000 


Debits to 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
May 22, aggregated $18,535,000,000, ap- 
proximately the same amount as reported 
for the preceding week and 8 per cent 
above the total for the corresponding week 
of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1929, amounted to $17,669,- 
000,000, as compared with $17,645,000,000 
for the preceding week and $16,349,000,000 
for the week ended May 23 of last year. 





Price Average Again 95.9 
Per Cent, Says Prof. Fisher 


Prof. Irving Fisher of Yale University 
announced on May 26 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 95.9 per 
cent. The April average was 97.1 per 
cent. The purchasing power of the dol- 
lar was 104.3c. on a 1926 basis of 100c. 
The April average was 103c. 

Crump’s Index of English prices for 
the week on the revised 1926 level was 
90.9. The April average was 93.7. 

The Italian index on the revised 1926 
basis for the week ended May 19 was 74. 


individual accounts, as re- 


| 


Freight Loadings Drop 1743 
Cars in Week 


Revenue freight loadings for the week 


| ended May 18 totaled 1,046,179*cars, or a 
| decrease of 1743 cars under the preceding 
week, the car service division of the Amer- 





ican Railway Association announced on 
May 28. 

Live stock, coal, coke, merchandise, less 
than carload freight and miscellaneous 
freight showed reductions during the week, 
but for the most part these were small. 
Grain and grain products, forest products 
and ore increased. 

Compared with the corresponding week 
last year, loading of revenue freight for 
the week was an increase of 42,891 cars, 
and an increase of 18,681 cars above the 
corresponding week in 1927. 

Grain and grain products loading 
amounted to 37,525 cars, a decrease of 839 
cars, 

In the Western districts alone, grain and 
grain products loading totaled 23,323 cars, 
a decrease of 1256 cars below the same 
week in 1928. Merchandise less than car- 
load lot freight, 262,178 cars, an increase 
of 729 cars; forest products, 69,837 cars, 
an increase of 1522 cars; ore, 72,213 cars, 
an increase of 20,209 cars; coke, 12,420 
cars, an increase of 2280 cars. 

All districts except the Southern re- 
ported increases in the total loading of all 
commodities compared with the same week 
in 1928 while all, except the Pocahontas 
and Southern districts, reported increases 
compared with the same week in 1927. 





Index of Farm Prices Drop 
2 Points in Month 


The index of the general level of farm 
prices continued to decline from April 15 
to May 15 and at 136 per cent of the pre- 
war level on May 15, the index was two 
points lower than on April 15, and twelve 
points lower than May a year ago, the 
Department of Agriculture announced on 
May 28. 

The decline in the general level of farm 
prices was due to declines in the prices of 
all grains, flaxseed, cotton and cottonseed, 
hay, hogs, sheep, lambs, wool and dairy 
products which were only partly offset by 
advances in the farm prices of fruits and 
vegetables, beef cattle, poultry and poultry 
products. 

On May 15 the farm prices of wheat 
and rye reached the low point of the 
1928-29 marketing season to date, wheat 
prices being lower than at any time dur- 
ing the past five years. 
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Twin Cities Jobbers and Dealers See 
Good Year Ahead 


(Minneapolis office of HARDWARB AGE) 


MINNEAPOLIS, June 4.—One who has covered much of the terri- 
tory tributary to the Twin Cities during the past month stated re- 
cently that conditions are right for a good crop this year, and for a 


very good year in business in all lines. 


There is a general feeling 


of optimism on the part of the merchants which reflects closely the 


attitude of the farmer. 


Road construction is getting under way for the season, and the 
good roads in the Northwest are already attracting the tourists from 
all over the country. Building operations, both commercial and 
residential, are going ahead rapidly. 

All of this spells a very satisfactory year for the dealers and job- 


bers. 


Prices this week shows but a few minor changes. 





AXES.—Call is steady, though not so 
heavy as in the winter months. Prices 
are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.25; 
double bit, handled, $24.25 doz., net. 


BOLTS.—Deliveries are showing good 
volume, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and lag 
gee 60 per cent from standard 
sts 


BRADS.—Demand is fairly good, with 
prices holding steady. 
tre tg bg Ug TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Wire brads in ‘25- Ib, box pi 75 per 
cent from lists. 


BUILDING PAPER.—Call for rosin 
sized sheathing is fairly good, with 
prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Red rosin sized paper, all weights, 
2.65 cwt., and tarred felt paper, 
2.80 cwt., net. 


CHAIN.—Call for chain is fair, with 
stocks ample. Prices have shown no 
changes. 

JOBBERS’ QUOTATIONS TO RE- 

“lar ae F.0.B. TWIN CITIES: 

x 14, $12.05; % x 14, 
8.60; proof coil chain, 
4 in. ss in. -» $7.40; in., 
$6.85; %* 7 °F. 0 cwt., net. 


CHURNS.—Sales are moving well, with 
stocks ample. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Barrel type churns, 33%-5 per cent 
from lists. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Demand is good, and 
apparently sales in this line are on the 
increase. Prices have not changed. 


JOBBERS’ gp Ege TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Eaves trough, 5 in., slip joint, sin- 
gle, head, galvanized, “in crates, $5. 36; 

in., $6. 40; conductor of'Pe 3 in., 
crates, not nested, $4.90; 4 in., $6. 33 
per hundred feet; conductor elbows, 
3 in,, $1.73; 4 in., $2.88 doz., net. 








FIELD FENCE.—This line is selling 
fairly well, with stocks ample. Prices 
are firm as quoted. 


JOBBERS’ og ah pps: TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Field fence, 9 ga., top and bottom, 
11 ga. intermediate, "26 in. high, $39.69 
per 100 rods, net, with other heights 
in proportion. 


FILES.—Demand is good, with prices 


steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from 
list. 
GALVANIZED WARE.—Sales show a 
good volume in this line, with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard aw No. 1, $7.15; No. 2, 

8.00; No. 3, $9.35; ‘heavy, No. 1, 

13.20; No. 2, $14.40; No. 3, $15. 60 
doz., net. 


GLASS AND PUTTY.— Demand is 
good, with stocks well filled. Prices 
show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength A grade 
glass Minnesota prices 83 per cent 


from lists; strictly pure putty, in 50 
Ib. steel drums, $4.85 cwt., net. 


LAWN HOSE.—Demand is good, with 
stocks well filled. The medium size 
seems still the most popular. Prices 
are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn hose, Manhattan, black, %- 
in., 500-ft. bales, $7.25; %-in., $8.50; 
5g-in., 50-ft. eg coupled, $7.75; 
Manhattan, red, %-in., 500-ft. bales, 
$7. -in., $9.00; %-in., 50-ft. 
coupled, $8.05; Good Luck, 
p- in., 6 Ply $9.00: Buil Dog, %-in., 
7-ply, $1 15 per 100-ft. net. 


LAWN MOWERS.—Sales are starting 
to increase in this line. Prices are 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Pex - mowers, ppt. Style 
15-in., $15.75; 17-in., $17. 19-in., 
$19. 95; Riverside, Ball- botnet 16-in., 
7.25; 18-in., $8. b5 each, net. 


lengths, 





MILK CANS.—There is a constant de- 
mand for this line, with stocks ample. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 
NAILS.—Deliveries with 
prices unchanged. ; 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 
PLANTERS.—Corn and potato plant- 
ers are in demand. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Corn and potato planters, Acme, 
$10.25 doz., net. 


POULTRY NETTING.—Sales still are 
good, with stocks well filled. Price has 
been slightly changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 


Poultry netting, hexagon mesh, 60 
per cent from lists. 


PYREX OVENWARE. — Sales are 
good, and have been all during the first 
part of the year. Prices are un- 
changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 

24 tea pots, $2; No. 26 tea pots, $2. 33; 
No. 953 percolator tops, 7c. each net. 


REGISTERS.—New work is taking a 
fair share of the total sales, with al- 
terations calling for its share. Prices 
show no changes. 


»-JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Registers, cast iron, 40-10 and 
steel, 40-10 per cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Sales are rather low at 
present, with stocks reduced. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Register shields, Gem, No. 1, floor 
type, $12; No. 10, floor type, $10; No. 
2, wall on? $6; and No. 20, wall 
type, $5. Prices are net to dealers 
per Mh og No. 1 and No. 2 are oxi- 
dized copper. No. 10 and No. 20 are 
black enameled. 

Radiator shields, Gem, adjustable, 
No. 1, $4; No. 1-a, $4.50; No. 2, $4.50; 
No. 3, $5; No. 4, $5; No. 5, $5.50: No. 
6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list each and 
subject to dealers’ discount of 30 per 
cent. These models with water hu- 
midifiers are $1 extra each, list. 


ROPE.—Call for rope is good, with 
stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade manila rope, 7-16 in. and 
larger, 24c.; % in. and smaller, 25c.; 
best grade sisal, 17%c. Ib., base. 


are good, 
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SANDPAPER.—Demand is very good, | 
and stocks are being kept well filled. 
Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SCOOPS.—Demand for grain scoops is 
fair, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Grain scoops, heat treated, size 6, 
$12.50; size 8, $13.50; size 10, $14.50; 
size 12, $15.25; size 14, $16.25 per doz., 
net. 


SASH CORDS AND WEIGHTS.—De- 
mand shows a fair volume, which is due 


to 


increase with the progress of build- 


ing. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Sash cord, best grade, 65c. lb. base, 
second grade, 38c. lb., third grade, 
27c.. lb., base, net, and cast iron sash 
weights, $1.95 cwt., net. 


SCREEN DOORS AND WINDOWS.— 


This line is selling more rapidly, with 
.stocks well filled. 


Prices show no 


changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Screen doors, common, 2-8 x 6-8, 
— fancy, 2-8 x 6-8, $2.05 each, 
net. 

Window screens, extension, 24-in., 
Continental, $9.75; Wabash, $5.60 
doz., net. 


SCREWS.—Sales shows a fairly good 
volume, with prices firm. 


is 


S} 


P 





with stocks ample. 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cont from lists. 


OLDER.—Deliveries are fair, with 


prices slightly lower. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Warranted half and half solder, 
30% cents Die and strictly half and 


half solder, cents Ib., net, in 

100-Ib. boxes. 

TEEL SHEETS.—Deliveries are good, 

Prices have not 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets, 24-ga. 

(base), $5.00; black steel sheets, 24- 

ga. se), $4.15; Armco galvanized 


— sheets, 24-ga. (base), $6.65 cwt., 
net. 


TIN.—Tin is selling well and stocks are 
ample. 


Prices have not changed. 


JOBBERS’ 4 ep Ue TO RE- 

TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
14.30 box, and roofing tin, 20 x 28, 
Ib. coating, IC, $15.50 box, net. 


WHEELBARROWS.—Call for the con- 
tractor’s type has been very good, and 
there is a steady call for domestic type. 


rices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; American 
garden, $6.25 each, net. 





WIRE.—Sales are fair, with stocks am- 
ple. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvamzed cattle barbed wire, $3.11 
per 80-rod s rye galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—Demand is on the in- 
crease in this line. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire cloth, 12 x 12 mesh, black 
painted, $1.85 and 12 x 12 mesh, 
aluminum finish, $2.25 per 100 sq. ft., 
base. 

Bronze wire cloth, 14 x 14 mesh, 
$7 per 100 sq. ft. in full rolls, net. 


WRENCHES.—Shops and garages are 
getting ready for good trade this sum- 
mer. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; keg model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
er cent from list. Bemis & Call 
ong sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each net. 

Snap-on Wrenches. — Radio 
electric sets in metal cases, $2.75; 
No. 101 Master Service Sets, og _: 
No. 202, Heavy Duty Sets, $3.80; 
404, Flexible Socket Set, $8: No. 508, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 

Crescent, 6 in., $5.65; 8 in., $6.96: 
and 10 in., $8.64 doz., net. 








Last Week’s Hot Weather Stimulated New 
England Retail Hardware Sales 


| AUTOMOBILES (TOY).—A few New 


hot weather of the season. 


(Boston office of HARDWARE AGE) 


BOSTON, June 4.—Last week New England experienced its first 


Retail hardware sales were stimulated 


because things fairly jumped out of the ground and conditions were 


perfect for painting and a hundred other outdoor jobs. 


public buying of paints, garden tools, lawn accessories and the many 


other spring lines of merchandise increased noticeably and the cash 
register bell was sweet music to dealers all over the district. Which 
only goes to prove that hardware sales to a large degree depend on 


weather conditions during the spring and summer months. Despite 


rially. 
With continued good weather there is no reason why retail hard- 


the fact that New England has had more than its share of moisture 
so far this year, rubber hose sales the past week jumped up mate- | 


ware dealers should not come through 1929 in better financial shape 
than anticipated. Soil conditions are perfect, there having been 
sufficient moisture to give crops a good start. There are hundreds 


of houses needing paint and indications are that paint sales this 
year will establish a new high record for this section of the country. 
Building is of good volume although somewhat behind last year, yet 


months, at least. 


a lot of builders’ hardware will be sold during the next four or five 
The vacation period is about to open and there 


will be an urgent call for a lot of merchandise carried by the retail 


trade. 


mer. 





With the automobile it is easy for people to get out into 
the open and all kinds of sporting goods should sell well this sum- 
In fact, no matter in what direction one turns there appear 
good prospects for remunerative business during the coming months. 


| 





England retail dealers evidently have 
done well with toy automobiles the past 
week because they have been in the job- 


| bing market for fresh supplies. 


Naturally | 


JOBBERS’ apt ed TO RE- 
TAILERS, F.O.B. BOSTON 

Automobile.—Juvenile Act, $6 each 
net; Velie, $7.25; Hudson, $8.75; Max- 
well, $10; Peerless, $13; Oldsmobile, 
$16.50; Buick, $20; Roamer, $22.50: 
Paige Sport, $35. 63; Rolls Royce, $45; 
Marmon, $28.44. 

Dump Trucks.—Kiddie, $8.69 each; 
Bull Dog, $15.25; Heavy Duty, $22.50. 

Gear Novelties.—Fast Mail, $10.50 
each net; Speed Boat, $14. 38; Air 
Mail, $7.19; Fire Department, '$7.81; 
Fire Chief, $1.88; Fire Tower, $30: 
Stop and Go Signal, $8.88. 


AUTOMOBILE ACCES SORIES.— 
Market conditions are practically the 
same as a week ago. There is a mod- 
erate demand for low priced tires and 
tubes, while medium and high priced 
ones are going slowly. The movement 
of other accessories over the counter is 
unsatisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Tires.—Mansfield line, heavy duty, 


2x 
“ 12-10: 32 x 4% in. 
$15.55; 33 x 5 in., $2 1.15; 35 x 
$22.70. Discount, 74% per cont. 
Tires.—Mansfield line, balloon, 27 x 
4.40-19, $7 each list; 29 x 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 

















HARDWARE AGE for JUNE 6, 1929 








$10.20; 31 x 5.00-21, $10.65. Discount 
7 nal cent, 
res.—Mansfield line, balloons, six- 

py, "30 x 4.50-21, $11.05 each list; 30 x 

g-30, $14.30; 30°x 5.50-20, $16.05; 35 
x 6. 00. ery $19. Discount, 114 per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 


Tubes.—Mansfield line, six to the 


= . oe 

5.50-20, $13.50; 30 x '6.00-18, $12.90; 
19, $13.20; 32 x 6.00-20, 

$13.80; 33 x 6.50- 21, $1 16.50. Discount 

10 per cent. In less than carton lots 

_ per tube should be added to the 

st. 


BASEBALL GOODS.—Last week’s hot 
days created a better demand for base- 
ball goods, according to retail dealers, 
but jobbers profess to see no improve- 
ment in business. Retailers in general 
are carrying light stocks, and mostly 
low priced goods. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 

‘Balls.— Harwood line, National 

Lae $14.50 per doz. net; Profes- 

. sional League, $8; Dollar Lively, $6; 
Boy's League, 3 50; Junior League, 
$2.75; Junior ‘League special, $2; 
Young America, $2; Boy’s Favorite, 
$1.50; Dandy, 84c.; Reach line, Official 
League, $16.50. 

Mitts.—Catchers’, 
65X, 75c. each, net; 
100,’ $1.40; No. 150, horsehide, $2; 
No. 200, ‘horsehide, $2.75; Stahl 
Dean line, horsehide, No. 7509, $2. 38: 


Reach line, No. 
No. 75, $1; No. 


No. 7533, $3.85; No. 7534; $5.35. First 
baseman’s, Stahl & Dean line, No. 
7621, 67c. each net; No. 7620 1 


No. 7619, $1.33; horsehide, No. 7616. 
$3; No. 7612, $3.67; No. 0963, $4.17: 
No. 7622, $5.08. 


ey oe ee Rea line, No. 


o-4 No. 


35; 
"$3.35; Stahl & Dean 
.35; No. EX, $4.35; 
No. 8049, $4.50; No. 8055, $4.85; No. 
ECA, $5.70. 

BOATS.—The movement of boats out 
of jobbers’ hands appears to be gather- 
ing momentum, although _ slowly. 
Grownups as well as youngsters are in- 
terested in boats, and last summer quite 
a few retail hardware dealers worked 
up a splendid business. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. BOSTON 

Boy Boats.—Tom Thumb 
Speedster, No. 54, $4 per doz. 
Flash, No. 55, $8; Freighter, No. 257, 
$8: Motor, No. 135, $4; Tugboat 
ae $8. Speed, Flying Yankee, 
oO. 8. per doz. net; No. 68, $48: 
No: 73, $80. Seaworthy, sail, No. 126, 


; No. 146, $20; No. 
124, $24; No. 149, $24; No. 151, $32; 
No. 162, $40; No. 163, $60; No. 166, 
$80; No. 165, $96; No. 167, $120. 

BUTCHERS’ WAX.—In addition to the 

regular trade buying of waxes, country 

and seashore retailers are buying in an- 
ticipation, of public needs next month 
when summer homes are opened. 


JOBBERS’ ene TO RE.- 
TAILERS, F.O.B. BOST 


Butcher’s Wax. far -ng r 


line, 
net; 


Ib. cans, 


50c. each net; 2 Ib. cans, $1.02: 4 Ib. 
cans, $1.92; 8 lb. cans, $3.84. Liquid 
half pint containers, 34c. each net; 


pint containers, 
ers, 94c. 


CAMPERS’ GOODS.—As is to be ex- 
pected at this season, there is a grow- 
ing demand for campers’ goods. Vaca- 


53c.; quart contain- 


tions will begin around the middle of 
this month and extend through Labor 
Day, consequently retailers should see 
! 











to it that stocks are put in condition at 
once. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 


Compasses.—No. 182, 88c. each net; 
No. 18368, $10 per doz. net; No. 1770, 
$2; No. 5613R, $1.25 each net. 





Cg eg ne No. 2 fety, 
$2.17 each net; $1.50; No. =“), a 

Knives. ha ye No. 45, 
each net; No. 49, $1.50; No. 545, $1. 6 
Richards, No. 1114, $5 per doz. net. 
Universal, No. 0020, 6 in., $17 per 
doz. net; "No. 0020, 5 in., $15. 

Camp See He. 2, $8.50 each 


net; No. 9, $6.25; Gypsy, $4.70. 


Presa tesa although not ac- | 
tive, sales of chamois are reported by 
jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Chamois.—First quality, 12 x 16 in., 
$4.50 per doz. net; 16 x 21 in., $10.50; 
19 x 25 in., $15; 23 x 26 in., $17.50; 21 
x 33 in., $21. 


CLOCKS.—There appears to be a/§ 
broader market for clocks. In reorder- 
ing the average retailer is conserva- 
tive, however. Competition from drug, | 
jewelry and other stores is very keen. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Clocks. — Westclox line, Big Ben, 
$2.29 each net, luminous, $3.16; Big 
Ben De Luxe, $2.64; luminous, $3.52; 
Baby Ben, $2.29; luminous, $3.16; 
Baby Ben De Luxe, $2.64; luminous, 
Sleepmeter, $1.40; luminous, 
. Blue Bird luminous, $1.76. 
America, $1.05; luminous, $1.58. 
Hur, with base, $1.76; luminous, $2.46. 
If 2 doz. clocks of one design or as- 
sorted are purchased a discount of 
2% per cent is allowed. 

Waterbury Line.—Thrift, in case 
lots of 50, 72c. each clock; Trusty, 
silver alarm, 75c.; New Haven, $2.10; 
Tel Tale square, $1.35; Boston, $2.75; 
competitive, 70c. Tom Tom, in case 
lots of 24, $2.10 each clock. 


COCOA MATS.—A seasonal increase | 
in cocoa mat sales is noted. The aver- 
age retailer is carrying a well assorted, 
although not heavy, line of goods. 


JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.0O.B. BOSTON 
Mats.—Cocoa door, No. 1, 

in., 70c. each, net; No. 2, 


14 x 25 
27-3. 


16 > 
90c.; No. 3, 18 x 30 in., $1.12. Steel 
wire mats, $1.47. 
CONCRETE PATCHER. — Weather 


conditions being more favorable for all 
kinds of outdoor work, concrete patcher 
is enjoying a broader movement. Many 
retailers have been caught short of | 
stock. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Concrete Patcher. — Rutland line, 
No. 0 per doz. list; No. 6, $6. 
Discount 50 per cent. 

CROQUET SETS. — The warmer | 
weather has spurred some retailers to 
cover their croquet requirements for | 
1929, but there is no real pep to the | 
buying movement. Retailers evidently | 
feel they can secure goods at the last 
moment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Croquet Sets.—Standard makes, 5% 





in. mallet, 4 ball, No. 0, $2.50 per set: 

No. H, $2.80; 8 ball, No. B, $3.40; 6 

in. mallet, 8 ball, No. N, $4.25; 8 in. 

wey 4 ball, No. AA, $4.50; No. 
» $6. 


GARDEN TOOLS.—Retailers keep fill- 
ing in stocks of garden tools, and the 
aggregate weekly turnover is encourag- 
ing, say lecal jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Garden Sets. — No. 3FSX, steel 





shovel, hoe and rake, $15.40 per doz. 
sets, net; No. FH, steel hoe, spade, 
rake and fork, $9; other sets range 
in price from 10c. per set to 50c. 


KIDDIE CARS.—Some improvement in 
retail buying of Kiddie Kars is reported 
by jobbers, who add, however, that sales 
so far this year have been somewhat 
behind those for the corresponding 
period last year and therefore disap- 


| pointing. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Kars.—Special, No. 101, $1.50 each 
net; No. 102, $2; No. 103, $2.50; No. 
104, $3; No. 105, $3.33. Zip, No. 12, 
$1.17; No. 13, $1.50. 

Kars.—Pedal type, regular, No. 124, 
$2.67 each net; No. 125, $3.33; No. 154, 


$3.17; No. 155, $3.84; No. 156, $3.67; 
No. 157, $4.33. Zip, No. 112, $1.67; 
No. 114, $2.17. 


Karts.—No. 201, $2 each net; No. 
202, $2.67; No. 203, $3.33; No. 204, $4; 


No. 205, $4.67. Zip, No. 250, 84c.; No. 
251, $1.17. 

Koasters.—No. 605, $5.67 each net; 
No. 606, $6.33. 

Scootes.—Zip, No. 801, $2.33 each, 
net; No. 803, 3. 


Tenders.—-No. 
No. 1606, $3.67. 

Strollers.—No. 1649, $2.67 each net; 
No. 1651, $3.33; No. 1655, spring cush- 
ion, $4.33. 

Planes.—No. 712, $3.33 each net; 
White Ace, No. 722, $5; White Eagle, 
No. 725, $6.67. 


PICKS AND MATTOCKS.—Picks and 


1605, $3 each net; 


| mattocks are selling better, which is to 


be expected at this time of the year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Picks.—Contractors’, 7 pounders, 
$11.10 per doz. net; 8 pounders, 
$11.70; 9 pounders, $13; railroad, 5 
pounders, $7.90; 6 pounders, $8.25; 7 
pounders, $8.50. 


POTATO HOOKS.—Maine, New Hamp- 
shire and Vermont retail hardware 
dealers are ordering potato hooks. In- 
dications are that New England will 
have a slightly smaller tuber crop this 
year than in 1928. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
,Potato Hooks.—No. 5, $11.85 a doz.; 
No. 6, $12.80; No. 5BN, $11.85; No. 
6BN, $13.05. 


PYREX WARE.—Pyrex ware is enjoy- 
ing more activity. People with summer 
homes will require a lot of ware this 
summer and it’s up to the retail hard- 
ware man to secure his share of the 
business. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Ovenware.—Pyrex skillet, rustless 
steel bottom, 10 in., with cover, No. 
5000, $3.33 each net; casserole round, 


8 oz., no handles, No. 164, 40c. each; 
shirred egg dish, 6% in., No. 302, 30c. 
each; bell cover for same, No. 952, 
53c. each; mushroom dish, combina- 
tion, No. 152, 83c. each. 

Refrigerator.—Pyrex, No. 592, 5 x 
9 x 2 in., 77c. each net; No. 593, 5 x 9 
x 3 in., 93c.; No. 662, 6 x 6 x 2 in., 
57c.; No. 663, 6 x 6 x 3 in., 67c. 


SCREENS AND DOORS.—Thanks to 
the hot weather last week screens and 
doors for the first time this season ex- 
hibited real life. The retail trade has 
been backward so far this season in 
covering. its requirements, and retail 
stocks are believed to be small. 
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JOBBERS’ QUOTATIONS TO RE.- - 
TAILERS, F.0O.B. BOSTON 

Screen Doors. —From stock, No. 241, 
2.6 x 6.8, $19 per doz. net; 2.8 x 6 
$19.88; 2:10 x 10, $20 


Factory ae ——Deduct 10 per 
cent from the above prices. Freight 
is allowed 4 the distribution of cars 
from factory. 


VACUUM CLEANERS.—Jobbers suc- 
ceeded in placing quite a number of 


vacuum cleaners with the retail trade 
last month. The hardware dealer has a 
stiff competitor in the local lighting 
company, yet manages to do quite a 
good business in this style of cleaner 
each year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Vacuum Cleaners.—Universal line, 
No. 7201, complete, in lots of one to 
two cleaners, $34.25 per cleaner net; 
in lots of three to 11 cleaners, $33; 


in lots of 12 cleaners or more, $31.75. 
No. 720, without attachments, in lots 








of one to two cleaners, $27.50 per 
cleaner net; in lots of three to 11 
cleaners, $26.25; in lots of 12 clean- 
ers or more, $25 


VELOCIPEDES.—Some betterment is 
noted by jobbers in the movement of 
velocipedes out of stock, but sales have 
not been as large as desired. 


JOBBERS’ Eon, TO RE- 
TAILERS, F.0O.B. BOST 


Velocipedes.—No. . 3 65 each 
net; No % 50; No. Di, $5; No 
D2, $5.25; No. El, $6.75; No. » $7.76. 


No. No. ois 
$7.50; No. 162, $9; No. 163, $10.50 





Better Weather Improves Chicago Demand— 
Price Revisions Are Expected 


(Chicago Office of HARDWARE AGE) 


CHICAGO, June 6.—Warmer weather, with scattered showers, has 


served to stimulate the demand for seasonable merchandise. 


Lawn 


and garden needs, painting supplies, screen wire, seeds, house clean- 
ing necessities and sporting goods are moving in increased volume. 

Business is also brisk in bottling supplies, eaves trough, prepared 
roofing, electrical appliances, auto accessories, radio supplies, sash 
weights, builders’ hardware, field fence, poultry netting, screen wire, 
window screens, screen doors and shearing machines. 

Conditions as a whole appear favorable, although some concern 
is being voiced in farming sections over the rather unfavorable 


aspect of the grain market. 


Prices for tires and tubes were recently reduced 214 per cent. 
Advances are considered not unlikely on coil (pound) chain, brass 
hose fittings, wheelbarrows and eaves trough, etc. The 50 per cent 
increase in the tariff on window glass, authorized by President 


Hoover, makes advances very probable. 


An easier tendency is noted 


in solder, babbitt and finished copper articles. 

This month is expected to establish a May record for all time in 
the Chicago district of the steel industry. Production remains at a 
full capacity average and steel prices are firm. 

Collections average from fair to normal. 





AUTOMOBILE ACCESSORIES.—The 
recent reduction has stimulated sales of 
tires and tubes and the call for touring 
and motoring needs of every descrip- 
tion is improving. 
JOBBERS’ Mae TO RE- 
TAILERS, F.0.B. CHICAGO: 
Spark Braga Spiitaert “¢ Fords, 
50c. each; regular, 58c. each; Cham- 
ion X, ‘45. each; Champion Blue 
x line, 58c. each; A. C., 58c. each; 
lots of 100, 50c.; A. C. Special Ford, 


36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discou nt. 

Jacks.—National Standard No. 21, 


$1.30 each. 

Pumps.—Rose, 1% in. cylinder, 
$1.85 e 

Tires and, _ roan — See tires, 
30 x 3%, berty cord, ns- 
field f+ RS duty oversize, $6. 50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $1 1.50: Mansfield double 
service, 29 x 4.50, Ss 32 x «6.50, 


Mansfield, 
$1. 30 each; 29 x 4. 40 Maiefield. $1.56 


30 3% Li $1.05 each; 

39° ry 4 “Liberty, arth each; 32 x 
6.50, $2.70 
Less 


10% « a casings and 12%% 
on tubes. 


BASEBALL GOODS.—Aggregate sales 
are larger than last season’s, with some 





items considerably ahead.’ Prices re- 
main steady. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO: 
or e tp ding =! Bats, $18.00 doz.; 

Official alls, Goldsmith No. 

97, $16.50; 50. Goidamt th Double-Play 


Fielders’ Glove (Horace Ford and 
Hughie Critz) $6.00 each; Goldsmith 
ee o Special Fielders’ Glove, 
ieteer™ , ee a. Be 
= .75 doz.; Outseam, 14 0oz., $8.75 d 
layground, 12 oz., f1.00° doz.; Fiat 
seam, 14 oz., $7.00 doz. 


BICYCLES.—Demand is for lower 
priced bikes to compete with mail order 
prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Double Bar Motor-Bike 


$26.26; ladies’ model, $25. a el 
and boys’ juvenile model, $23. 


BOTTLING SUPPLIMS,_Demeed is 
about normal and should improve with 
warm weather. Steady prices prevail. 


JOBBERS’ SCT AT eS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single bottle washer, $4.75 each; 
double bottle washer, $7.25 each; 
adapter for ge washer, $1.60 each; 
sugar Space 4. each; improved 
steel notte capper. 00 doz.; ; crown 
caps, double lacquered in 50 gross 








lots, 15%c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 


$5.00 gross. 
BUILDERS’ HARDWARE.—A better 


demand is noted and prices, with the 
exception of butt quotations, which 
have been on a low and on competitive 
basis, are steady and well maintained. 
JOBBERS’ yO A 7° RE- 
TAILERS, F.O.B. CHIC 
3% x 3% steel gg i. copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; of quantities, 
$2.34 per doz. pair; 4 x 4 steel butts 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
mi cylinder front door sets, $6 per 
set. 


CARPET SWEEPERS.—Business is 
brisk in this line and prices remain un- 
changed. 
JOBBERS’ QUOTATIONS ro RE- 
TAILERS, F.O.B. CHICA 
Uni- 


Bissel’s Standard, $36.00 gail 
versal Japanned, $42.00 doz. ; Univer- 
sal Nickeled, $46. 00 doz.; Grand Rap- 
ids Japanned and colors, $44.00 — + 
Grand Rapids Nickeled, $48.00 doz.; 
American ——— $54. 00; Parlor 
Queen, $56.00. 

Job- 


CHAIN.— Demand is excellent. 
bers’ stocks bought at old prices are 
becoming depleted and advances are ex- 
pected in order to compensate for the 
higher prices being quoted by manufac- 
turers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. Proof coil chain, $8.75 cwt, 
base; Trade marked coil chains, 40- 
10 per cent off list. 


COPPER RIVETS AND BURRS.— 

Sales are good. Reductions in copper 

will probably make for lower prices. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B 
Copper rivets and burrs, 30-10 per 


cent discount. 
EAVES TROUGH, CONDUCTOR 


PIPE, ETC.—Selling shows consider- 
able improvement. Prices are very 
strong. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
28-gage, a. head lap joint gut- 
ter, 5-in., $5.00 100 ft. Fey ore 
conductor pipe, Bin., $4. 65 per 100 ft. 
plain ridge roll, 1%- in., $4.05 = 166 
ft.; corrugate conductor 
3-in., $1.51 doz. 


Reading matter continued on page 72 
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HE REMINGTON weEwLY LETTER © 


WELL, IF You HAVE NO 
HOOzIT SHELLS I DON’T 



























THERE You ARE, BILL! I Tord You 

You WERE FOOLISH TO THROW OuT YOourR 
- HOOZIT SHELLS 

AND CONCENTRATE 

- ON PREMINGTOR. 
Ned %] You Losr A 

. SALE THERE. 


GooD DAY, 
MR. Jones. 





= 
“4 




















SURE IM FOOLISH— LIKE A Fox! THAT BIRD age 
HOOZIT SHELLS AND IN A COUPLE WEEKS I MIGHT LOSE A 

SALE BECAUSE SOME GUY Won/T HAVE 

ANYTHING BUT BINGO SHELLS. WOULD 
You HAVE Me TRIPLE MY STockc AND 
SPACE To SAVE MAYBE A CovUPLE 
DOZEN SALES A YEAR ¢ 





















HL | ax 




















THERE You ARE — NINE OUT OF TEN oF MY 
SHELL CUSTOMERS Come IN LIKE THAT. I DON'T 
HAVE To ASK “WHAT 
BRAND. weD BOTH 


GIMME A BOX or 
REMINGTON DUCK LOADS, 
No 5S CHILtceEdD. 





TO DECIDE WHICH 
ONE HE WANTED. 


ee 


a Nw ; 


WHAT WOULD Yoo THINK IF I PoT IN ABOUT FIVE / BAC we wibe~ 
MAKES OF RADIOS, ALL SELLING AT THE SAME PRICE, 
JUST To SATISFY VARIOUS TASTES © (= oe HAVE A TWOFER. 























WHY (THIS PLACE WOULD LOookK Like 
A WAREHOUSE. NO— ONE COMPLETE 
LINE OF A NATIONALLY ADVERTISED 
BRAND FoR ME EveErRY TIME, SOE, 


An 





Axes 
Kehaven —o 
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ELECTRICAL MERCHANDISE.—Ap- | 


pliances are in excellent demand. Prices 
on wire are considered stable at pres- 
ent figures. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Electrical Merchandise.—No. 
rubber covered wire, $6 per 1000 
in less than 1000 ft. lots, $6.50; No is 
lap cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10. 50; %-in. brush brass key 
socket, lgc. each; lots of 25, 12%c. 
each, two-way plugs, 45c. each; in 
lots ‘of 10, 40c. each; two-piece at- 


tachment plugs, Tec. "each; dry cells, 
boxes of 55, 32%4c. each; less than 
case lots, “3Sc. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; in lots of six, $4.75; Per- 
colator, Universal 9169, $16.65. 


Radio Se ore —Radio B batteries, 
D 779 E, o. 40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2. ‘80; No. 772, $2.06 each; packages 
5, -92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 


$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 971éc¢.; 
UX-199, $1. 46%; UX- 227, $2.60; UX- 
171-A, 31.78% 

Radio Tubes. —UX-201A, 97\%c.; 
UX-199, $1.46%; UX-227, $2.60: Ux- 
171A, $1.78%; UX-250, $7.15 each; 
UX-245, $2.76 each; UX-224, $2.60 
each. 

FIELD AND POULTRY FENCE.— 
Season prices continue unchanged. | 


Fencing sales are exceptionally heavy. | 


TAILERS, F.O.B. 

726-6- 12%, $28.68 per 100 rods: 1948- 
6-14%, $43.62 per 100 rods; 2158-6- 
14%, $48.98 per 100 rods. 


FISHING TACKLE.—The demand is 
steadily improving as the fishing sea- 
son progresses. Anglers are buying | 
better grade tackle this year. Un- | 
changed prices prevail. 


JOBBERS'’ papas A TO RE- 
TAILERS, F.O.B. CH 
Bronson Level winding. eee: $1.5 

each; Meisselback Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each: 
Heddon Golden Rod, $13.25 each; 
South Bend Plunk-Oreno, $8.00 doz.; 
South Bend Crippled Minnow, $6.80 


JOBBERS’ QUOTATIONS TO RE- 
CHICAGO: 


doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno Dis- 
play on cards, $2.00 card; Creek 


Chub Pikie Minnow assortment, $4.00 
asst.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
injured Minnow Assortment, $2.00 
ast. 
GARDEN HOSE.—Warmer’ weather 
will boost the sales of garden hose. 


Local jobbers will soon be compelled to 


advance brass hose fittings in line with 


recent advances of manufacturers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Good quality molded garden hose, 
two braid, %-in., 7c. per ft.; %-in. 
8c. per ft. Molded hose, one braid, 
%-in., 64c. per ft.; %-in., 7%4c. per 
ft. Five-ply, wrapped hose, %-in., 
9%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original fountain 
sprinklers, $6 doz.; Rainbow, 38-in. 
high, $24 doz. 


GLASS AND PUTTY.—Demand is ex- | 


ceptionally good. Prices are firm. Ru- 
mors of advances continue to be heard 
at this market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount: 
double strength A, all brackets, 85 
per cent discount; double strength B 
all brackets, 87 per cent discount; 
putty, pure de, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


GRASS CATCHERS.—Sales are im- 
proving, but warmer weather is needed. 
Prices are steady. 


R 


JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.0O.B. CHICAGO: 
Adjustable, galvanized 
eatchers for 14 to 10 in. mowers, 
$8.25 per dozen in full packages. 
Adjustable galvanized bottom catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom catchers for 12 


bottom 


to 16 in. mowers, $5.90 per dozen; 
adjustable, plain canvas bottom 
catchers, for 18 to 21 in. mowers, 


$7.60 per dozen. 
GRASS HOOKS, GRASS SHEARS.— 


demand. Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Little Giant Grass Hooks, $5.25 
} doz.; Sickle Pattern, $3.50 to $8.00 
| doz.: Standard Pattern Grass shears, 
$3.50 to $8.00 doz. 


| GOLF GOODS.—Steel 
| clubs and matched sets are especially 
| active. 
| advent every day. No price changes. 


| JOBBERS’ QUOTATIONS TO RE- 
} TAILERS, F.O.B. CHICAGO: 

| Hillerich & Bradshy Matched Wood 
| Clubs, No. 3A, $30.00 set; Grand Slam 
| chromium heads, $4.00 each; 
Wood Clubs, rustless 
$3.65 each; Lo-Skore Irons, 
hickory shafts, $2. 35 each; Competi- 
| tion Clubs, ‘nickel plated heads, 
aluminum cap grip, $1.35 each; Com- 
munity Clubs, Woods and Irons, 80c. 
each; Crawford-McGregor Uni-Sets, 
$22.50 to $28.50 set; Crawford-Mc- 
Gregor Duralite Matched Irons (6 in 





set), $36.00 set; Silver King Golf 
Balls, $7.50 doz.; Royal Golf Balls, 
| $6.50 doz. 


| HAMMERS AND HATCHETS.—Sales 

are normally active, with no recent 

price changes by factories or distrib- 
| utors. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality 10 oz. 
nail hammers, $12 doz.; competitive 
| grade, 16 oz. nail hammers, $6 to 
$8 doz. 
| Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
| doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
| hatchets, No. 2 broad, $12.50 doz. 


| ICE CREAM FREEZERS.—Business is 
“spotty,” due to cool weather. There 
| has been no change in the season’s 
| prices. 


| JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.O.B. CHICAGO: 
White ounttin—1 at., 

at., $5.65; 3 qt., ; 
qt., $10.45; 8 at., 
| 12’qt., $21.55; 15 at., $25.60; 20 at., 
} $33.20; 25 qt., $42.60. List prices. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic.—1 qt., $4; 2 qt., $4.60; 3 qt., 
$5.55; 4 qt., $6.80; 6 qt., $8.60; 8 qt., 
} $11.10. List prices. Dealers’ dis- 
count on Arctic freezers is 50 per 
} cent from list. 

Alaska- 7s Goose.—1 qt., $3.60; 2 
qt., $4.20; , $5; 4 qt., $6. ‘15; 6 at., 
$7.80; 8 Ag: "$10.10; 10 at., $13.50. 
List prices. Dealers’ discount on 
Alaska-Grey Goose freezers is 3314 
per cent from list. 


.: ee 


Auto Vacuum.— 1 qt., $3.50; 2 at., 
$4; 3 qt., $5; 4 pt. $6. ist prices. 
Dealers’ discount on Auto Vacuum 


freezers is 33% per cent from list. 

Acme.—2 qt., bright galvanized, 
$8 per doz. net; 2 qt., blue enameled, 
$10 per doz. net; 4 qt., blue enameled, 
$18 per doz. net. 


| LAWN MOWERS.—Cool weather has 
| retarded sales some, although they con- 
| tinue to run quite a little ahead of last 
year. Present prices are expected to 
hold until July 1 at least. 





Early rains have increased the early | 





| 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

16 in. ball bearing, 5 knife bn So 
wheels, $12 each; 16 in. ball 
4 knife, 10% in. wheels, $9.25 each; mr 
in. ball bearing, 4 knife, I0 in. wheels, 
$7 each; 16 in. ball bearing, 4 knife. 
8 in. wheels, $6.75 each; 1 in. plain 
peaeiee. 3 knife, 8 in. wheels, $5.25 
each. 


NAILS, WIRE AND STAPLES.—Mar- 


| ket situation remains quite steady. 


| 


shafted wood | 


New clubs are making their | 








Carload sales are more numerous, with 
current demand very good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated —_ small orders out 
of Chicago stock, 
Mill shipment p is $3.0 
Carload (36,000 Ib.) base er mill 
shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 
$3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 1b.; polished fence staples, 
$3.55 per 100 Ib. 


PAINTS AND OILS.—Demand is ex- 
cellent and prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. per 
gal. 

Denatured Alcohol.—Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 7c. per 
gal., net. 

White Lead.—100 Ib. kegs, $13.50 
ewt.; 50 lb. kegs, $13.75 cwt.; 25 Ib. 
kegs, $13.75 cwt.; 12% lb. kegs, $14 
cwt. 

Shellac (4 Ib cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 


per gal. in barrel lots. 

English Venetian Red.—In barrels, 
5%c. per Ib.; in 100-Ib. lots, 6%c. 
per Ib. 

“ Dry Paste.—Barrel lots, 7%c. per 


PREPARED ROOFING.—Mill prices 
are somewhat higher, but local figures 
are not yet affected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Best grade, slate surfaced, prepared 
roofing, $1.95 per square; medium 
grade, slate surfaced, $1.80 per 
square; best grade, tale surfaced, 
$2.10 per square; medium e, talc 
surfaced, $1.30 per square; light 
grade, tale surfaced, 90c. per square; 
red rosin sheathing, $50 per ton. 


ROLLER SKATES.—Warmer weather 
will retard sales, which have been un- 
usually heavy this spring. Prices re- 
main steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Union Hardware, boys’, $1.40; 
Union Hardware, girls’, $1.50. 

Chicago: No. 101, $1.30; No. 103, 
$1.40; No. 105, $1.40; No. 181, $2.65; 
No. 183, $2.75; No. 185, $2.75. 


ROPE.—Prices for May and June con- 
tinue unchanged. Rope sales are satis- 
factorily heavy. 


JOBBERS’ at Napisy TO RE- 
TAILERS, F.O.B. CHICAGO: 


Best manila, standard brands, base, 


22c. per Ib., No. 2, manila, 20c per 
lb.; finest sisal, 15c. per Ib.; No. 2 
sisal, 144%c. per Ib. 


SASH WEIGHTS.—Sales are very 
heavy just now. Market firm, but un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Less than carload lots, $38 per ton. 
Carload lots, $36 per ton. 


eading matter continued on page 74 
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Lifetime-~Troublefree~Service! 


That’s what you deliver when you sell or install the R-W 
door hardware described on this page. 





These hangers and track are carefully engineered to insure 
that doors—the most important part of any building—will 
always give satisfactory service. 
















No. 721 hanger with No. 35 track. A 
flexible joint hanger with steel wheels 
and roller bearings. Both lateral and 
vertical adjustments are provided. The 
apron is hinged and adjustable to door 
thickness. 

Heavy 14 gauge steel is used for the self 
cleaning track. The new patented lock- 
joint center bracket and blind end 
bracket keep track in perfect alignment 
and clear at all times. Finished in baked 
black enamel or galvanized. 











R-W No. 721 x 35 


No. 423 hanger with No. 36 track. This 
hangar is of the same high grade con- 
struction and embodies the same fea- 
tures as No. 721. It differs only in the 
method of vertical adjustment which is 
easily accessible and the hanger can be 
used with No. 35 track. 

The storm-proof track is 14 gauge—self 
cleaning type. A wide apron and blind 
ends insure against the ravages of 
weather and birds. Furnished in gal- 
vanized or baked enamel finish. 























R-W No. 423 x 36 


Better dealers everywhere feature the R-W line of door hardware—the largest and most complete made. 


Send for complete catalogue 


Richards Wilcox Mfg. (0. 





New Yours + °* AURORA, ILLINOIS, U. S. A. sj Ae 0 * Chicago 
Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 
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SCREEN WIRE AND POULTRY 
NETTING.—Prices remain as during 
the spring months, with sales still very 
active. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


12 mesh, painted screen, cloth, 
$1.95; 14 mesh galvanized, $2.65; 14 
mesh bronze, $6.60 per 100 sq. ft.; 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SCREENS (WINDOW AND DOOR). 
—Sales are very heavy, with regular 
season prices continuing unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Doors, 2-ft. 8-in. x 6-ft. 8-in., No. 
296, $22.60 doz.; No. 311, $26.80 doz.; 
Extension Screen, No. 1833, $4.20 doz. 
SCREWS.—Prices are steady, with or- 
ders in good volume. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Flat bright screws, 45 per cent; 
round head blued, 40 per cent; flat 
head brass, 37% per cent; round 


head brass, 32% per cent. Larger 
orders 10 per cent less. 





SCYTHES AND SNATHS.—Season is 
on and sales are active at prices about 
the same as during 1928. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Grass scythes, $15.50 up per doz.; 
weed and bush scythes, $16.00 up per 
doz.; grass snaths, $14.00 per doz.; 
bush snaths, $16.00 per doz. 


SHEARING AND CLIPPING MA- 
CHINES.—Demand is good and sales 
so far are ahead of last year. Parts 
are also active. Present prices are ex- 
pected to hold for the season. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Stewart, No. 1 clipping machine, 
$14 list; one man power shearing ma- 
chine, $27.50 list; top plates, o. 90 
and 360, $1.50 each; bottom plates, 
No. 99 and 361, $2 each. Dealers’ 
discount, 30 per cent. Stewart E‘ec- 
tric clipping machines, pedestal type, 
$80 list; shearing machines, $95 list. 
Dealers’ discount, 25 per cent. 


SOLDER AND BABBITT.—Good de- 
mand reported. Prices still unchanged. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Warranted 50-50 solder, $33 per 100 
lb.; medium 45-55 solder, $32 per 100 
lb.; tinners 40-60 solder, $30 per 100 
lb.; high speed babbitt metal, $20 
per 100 lb.; Standard No. 4 babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS (FLAT OR CORRU- 
GATED).—Sales volume is good, but 
there is still much complaint at the re- 
duced (% of 1 per cent) cash discount 
fostered by the sheet mills. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


24 gage galvanized sheets, $4.90 per 
100 lb.; 24 gage black sheets, $4.05 
per 100 Ib. 


WHEELBARROWS.—tThe midst of the 
best selling season finds sales very ac- 
tive. Prices are firm and advances are 
considered probable. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Light steel leg, steel tray barrows, 
$3.75 each; Contractors’ barrows, 
cu. ft. capacity, $6 each. 





Cotton Crop Retarded by Wet Weather 
Says Atlanta Report 


(Atlanta office of HARDWARB AGE) 


ATLANTA, GA., June 2.—Due to the very unsettled weather that 
has prevailed in Atlanta and vicinity the past several weeks Atlanta 


jobbers report business as being only fair. 


The cotton crop has 


been retarded because of too much rain in many persistently wet 
sections and general coolness in the northern districts. Considerable 
replanting has been and will be necessary with other crops. 

Jobbers report that the spring rush seems to be about over, how- 
ever, lawn goods and garden tools seem to be leading in sales and 
the jobbers are receiving a fairly good demand on these items. 

Prices are firm, no changes being reported. Collections continue 


to be fair. 





ALUMINUM WARE.—Good business 
is reported on aluminum ware. Stocks 
are in good shape. No change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 





Qt. Per Doz. 
Sere EO, oo ook cba 0-005aee $12.00 
61%4—Tea kettles ............. 16.00 
4—Convex kettles ............. 8.00 
6—Convex kettles ............. 8.5 
8—Convex kettles ............. 12.00 
2—Percolators 8.00 
3—Percolators ... 9.60 
8—Water pails .. 8.00 
10—Water pails . 9.00 
2—Dairy pans 3.00 
3—Dairy pans 3.50 
4—Dairy pans 4.85 
MEE 6 ness ncudcnvicncicee 6.00 
Se errr 8.00 
ee ee 9.00 
eS re re 12.00 
Se ED 50s 0050s sew sass 16.50 


AUTOMOBILE ACCESS ORIES.— 
There is a good demand for automo- 
bile accessories. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 
Auto Chains.—Weed and Rid-O- 
Skid chains, list, less 30 per cent: 
12 to 49 pairs, 35 per cent off; 50 pairs 
or more, 40 per cent off. 
Champion X spark plugs, 45c. each. 
Champion blue box, 53c. 
No. 1 Springfield pumps, $1.75 each. 
BACK BANDS.—Back bands are not 


moving so well. 





| 
| 
| 
| 
| 
| 


} 





J 


JOBBERS’ QUOTATIONS TO RE. 


TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz. 

No. 79 hook back bands, 5 fn. -- 75 
_ 122 hook back bands, 5 in.. 3.75 
No. R19 hook back bands aS ese 5.00 
Humane back bands .......... ‘3 


Big Six back bands 
Back Band Webbing 


Ph; ee: bsdbeceedesnnessans RA: 
es a BB, ss 55:05 0060000 008 ese 6.50 
ee aera pee ee reer 3.50 
BOO; DD, 659000 Keren idscsase 4.25 


CORRUGATED ROOFING.—Roofing is 


moving fine. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

$4.00 per square is quoted, with 10 
cents added for 11 and 12 ft. lengths. 

Felt Roofing.—1 ply, smooth, 70c. 
per roll; 2 ply, smooth, 85c. per roll; 
3 ply, smooth, $1.05 per roll; slate 
surface, $1.30 per roll. 


COTTON COLLARS.—There has been 
good business on collars and there are 
some orders coming in yet. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz. 
EMRUIUE. cia ban ccsessccassaseenes $12.00 
Bae ee eee 8.50 
REE eras pa eree 13.75 
ee COED 5 os oe s0cn ceeds Sten 7.50 





FORKS.—Forks have been and are still 
moving well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Manure Forks.—4 tine, strapped, 
$10.75 per doz.; 5 tine, strapped, 
$12.50 per doz.; 6 tine, strapped, 


$14.70 per doz. 

Cottonseed Forks.—10 tine with 
steel D handles, $26.00 doz.; 12 tine 
with steel D handles, $30.50 doz. 


FREEZERS.—Orders are coming in fine 
for freezers. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Frost King, Steel Frame.—1i qt., 
$3.30; 2 qt., $3.85; 3 qt., $4.60; 4 qt., 
5.60; 6 qt., $7.10; 8 qt., $9.20; 10 qt. 
12.25; 12 qt., $13.75; 16 qt., $19.20; 
20 qt., $24.80. 
Snow Ball, Steel Frame.—1 aqt., 
4.00; 2 qt., 34.65; 3 qt., $5.55; 4 qt., 
6.86; 6 qt., $8.60; 8 qt., ‘$11. 10; 10 at» 
14.85; 12 qt., $17.80; 16 at., $21.10; 
0 qt., $27.40. 
ree Mountain -_ ec $4.85; Z at., 
$5.65; 3 qt., $6.75; $8.25; 6 at., 
oy 48; 8 qt., $13. 50: “ qt., $18.00; 
$21.55; 15 qt., $25.60; 20 qt., 
333. 40: 25 qt., -60. 


Arctic Freezers.—i qt., $4.00; 2 qt., 


$4.60; 3 qt., $5.55; 4 qt., $6.80; 6 qt., 
$8.60; 10 at., $14. 80: 12 a $16. 65: 
15 qt., $23.30; 20 qt., $30.0 


GALVANIZED shai 
klers are moving well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

4 qt., $5.00 per doz.; 6 qt., $6.65 per 
doz.; 8 qt., $7.50 per doz.; 10 qt., $9.00 
per doz.; 12 qt., $10.80 per doz.; 14 
qt., $12.50 per doz. 


GALVANIZED HARWARE CLOTH.— 
Hardware cloth is moving steadily. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

2x 2, 24 in., $8.50 per roll of 100 
lineal ft.; 2 x 2, 30 in., $10.25 per roll 
of 100 lineal ft.; 2 x >, 36 in., $12.50 
per roll of 100 a ft.; 3 x 3, 24 in., 
$9.50 per roll of 100 lineal fi: os 3. 
30 in., ad per roll of 100 lineal a 
3 x 3, 36 , $13.50 per roll of 100 
lineal ft.; ‘ = 4, 24 in., $10.50 per roll 
of 100 lineal ee: es 4, 30 in., $12.50 
per roll of 100 lineal ft.; 4 x 4, 36 in., 
$14.50 per roll of 100 lineal ft. 


Reading matter continued on page 76 




















The Carborundum Co., Ltd., Manchester, England 


HARDWARE Ace for JuNE 6, 1929 





CARBORUNDUM 


GRINDING WHEELS 







a 


A NEW display to carry an assortment of an 
even dozen general purpose Carborundum 
Grinding Wheels — another eloquent display 


that will boost your wheel sales— 


It’s a metal panel-easel back—strikingly col- 
ored. The assortment includes a supply of 
wood bushings to bush down wheel arbor 


holes. 
The display is given free with an order for a 
dozen wheels. 


If you are interested in a larger assortment we 
have the Carborundum-Aloxite Wheel Display 


No. 467 5. 


( 


eAnd NOW... 


we meet the demand 
for a smaller 


GRINDING 
WHEEL 
ASSORTMENT 
DISPLAY 





Carborundum is 
the Registered 
Trade Mark of 
The Carborundum 
Company for its 


products. 


GLAD TO SEND YOU THE DETAILS ON BOTH 





THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 
Reg. U.S. Pat. Off. 


Canap1An CarsorunpDuM Co., Ltp., N1aGAra FAtts, Ont. 


SALES OFFICERS AND WAREHOUSES IN New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
Deutsche Carborundum Werke, Dusseldort, Germany 








a RE 
COTO oe 
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GALVANIZED WARE.—Sales on this | HOE HANDLES.—Sales are good. men ieee sb. 
item show a nice volume. JOBBERS’ QUOTATIONS xo Be. TEES RR ee Sr eee 69.40 
TAILERS, F.O.B. ATLANTA, A.: | PEM oa ces cease danced hay eaie 71.25 
JOBBERS’ QUOTATIONS TO RE.- : 47 + 
TAILERS, F.0.B. ATLANTA, GA.: 5 Go ben eaten, pinin. 9 Tae gs ee E-4 
5; 1ubs—No. A, $4.00 per dos.; No. 0, | a a hee. oe Shek PO: sosccs cise ecsae 148.00 
No. 2. °$7:20° PK, No. 3. $8.46 scovil hoe handles, $2 per doz. SKATES. — Business only fair on 
per doz. LAWN GOODS.—Lawn goods are sell- | skates. 
Pails.—8 qt., $1.98 per doz.; 10 qt., | ing fast : 
$2.24 per doz.; 12 qt., $2.46 per doz.; ; JOBBERS’ QUOTATIONS TO RE- 
14 qt., $2.76 per doz.; 16 qt., $3.34 per | JOBBERS’ QUOTATIONS TO RE.- TAILERS, F.O.B. ATLANTA, GA.: 
doz. TAILERS, F.O.B. ATLANTA, GA.: "ee oe ee Png — Teer: 
GARDEN RAKES.—There is good | %—50 ft. sections, 6 ply garden o. 5, $1.65 6, $1.75; No. 130L, 
bt : J k 3 g hose, 10c. ft.; %—25 ft. sections, 6 ply $2.15; No. 130, $2. -00; No. 105, $1.25. 
yusIness on rakes. garden hose, 10c. ft.; %—50 ft. sec- _ Skate wheels, $1.20 per doz. 
JOBBERS’ QUOTATIONS TO RE- } tions, 5 ply garden hose, 8c. ft.; Skate keys, 30c. per doz. “ 
TAILERS, F.O.B. ATLANTA, GA.: a ft. sections, 5 ply garden hose, WATER COOLERS.—tThere is good 
12 tine bow, $8.60 per doz.; 14 tine gs et meer eek i y ; 
bow, ft per doe; 8 tine bow a ee eS eet eee ene auorarions TO RE 
$9.50 per doz.; 10 tine malleable, $5.00 each. Lawn mowers from $8.00 up. TAILERS, F.O.B. ATLANTA, GA.:: 





per doz.; 12 tine malleable, $5.40 per 
doz.; 14 tine malleable, $6.00 per doz.; 


} 

} Lawn rakes No. FBR22, $7.80; lawn 
Brume rakes, $9.00 per doz. PLOW GOODS.—Orders still coming in 

| 


ne * 7 6 | 

16 tine malleable, $6.50 per doz. rakes, No. 124, $9.00. 
HAMES.—Sales are off some on hames. | for plow goods, but not so fast as have | 
JOBBERS’ QUOTATIONS TO RE- been. 


TAILERS, F.O.B. ATLANTA, GA.: JOBBERS’ QUOTATIONS TO RE- 


Enameled galv. lined. 
Gal. Per Doz. 
yy 


9 


A 


COAortce 





10 


eS eae oy | WIRE PRODUCTS.—All kinds of wire 


Per Doz. 
No. 61 Lone Star Hames...... $12.50 r r 
7 4 4 W. B. Boy Dixie plows, $3.75 each; p A 
eg fh pond nell > sm see 4 W. B. Farmers Friend, $4.67; W. B. | are moving in good volume. 
oe eee Gear een “techn 16.23 Little Giant, $4.67; Georgia Cracker 
2 gg ee . garden, $3.33; plain spring tooth cul- 


No. 63 Orchard L. S. Hames.. 14.00 tivators, $5.25: Little Joe harrows, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


| 
| 
‘ | 4.42; 50-tooth drag harrows, $21.35: | Plain Smooth Wire Black Galvanized 
HOES. Stocks are broken, but sales alg °$24.60: #39-tooth Sas Gage Per 100 tb. Per 100 lb. 
continue active. $13.75; t-amnite Stalk cutters, $52.40: ee ey 
9-knife, $562.95; Dow Law cotton = | 20 escccsccscccsecescce $.59 
ohne Sn ATLANTA. Po planters, (36-25; chain guano distribu- +¥ bsGubsasbaeaeeeeee — 4.10 
’ Vee. t a i : “ke 4 8.00: SG Ceedesersecopsevesncse Me ” 

Light cotton hoes, first 7; qoute tin % in eae: $ 5-16 | MA Sere ee - 4.45 
eget ae in., $2.38; % in., $2.48; Universal Meike paee*: ay sol ie 
5 Mcthbecesawecheescaceseeee , | tocks, b foot, $2.53: la f ire.—Per 80-rod spool, 2- 
Eb a, eeteesaperenn ee 6.90 | goes.” ent foot, $2.53; welded foot, point light cattle, $2.75; 2-point light 
TD cnccsecccccesccscnccvervess 7.62 | Georgia stock handles, No. 1, $8.00 hog, $3; 4-point heavy cattle, $3.75; 
REM co isdebeiosarsncseponeuet 7.98 per dozen; extra long No. 1, $8.75; 4-point heavy hog, $3.95. 

8 x 5 pases ERE achat gate 8.22 rough straight plow handles, 4% ee: ge ig a 12. S. itn 
egular cotton hoes, first quality: 9 : " r 2 5.25 * 39-11, 
do erpaeieeigues, cx 5.82 as er, Sa eee $7.85; 1446-1214, $11. 
+ ot. ere ee 1.2 | POTATO HOOKS.—This item has been ies Ce ee 
ke SR cra eee re oer 74 : per -rod roll, 1635-14, : -13, 
MW eb ct sdvcovsdinonantocrang’ g22 ‘| Selling fine. $4.85; 2158, $5.50. 
De ws kaha wei sa Sabie vase wakes 8.58 JOBBERS’ QUOTATIONS TO RE- Steel Fence Posts.—‘‘T”’ galvanized 
: Flac k land hoes, first quality: : TAILERS, F.O.B. ATLANTA, GA.:: 5 ft., 55c. each; formed painted, 35c. 
eh th vacekd peas uw ence kwe reeks 7.20 . e . each; “TT” galvanized, 6% ft., 65c. 
2 0 akireegaateleetenmtan ea 7.50 | Lae one. re eta p & tine, $12.00 each: termed painted. tbc. cach. “I 
8 Ie Sreeeerereeererercrerrsee 7.90-- 4 wie en eS galvanized, 7% ft., 0c. each: formed 
DE nied kaeoew sie eatsT5SaeE% 2 S.o8 ‘ . painted, 50c. each; “‘T’’ galvanized, 
“3 9 PRP eee ae 90) | TRACE CHAINS.—Season is a little 8 ft., 76e. each; formed painted, 55c. 

Short shank hoes, first quality: | late for trace chains, but sales are still | Screen Wire.—12-mesh, black, $1.85 
DU EE Sond aie aes esac caaoe es 7.22 fine. per 100 sq. ft.; 14-mesh galvanized, 
FX BD nec cceseccrcrscncvsaseces 7.98 $2.60 per 100 sq. ft.: 16-mesh, gal- 
We ED swwcak ctu wsvarse e'pesse gs 8.58 JOBBERS’ QUOTATIONS TO RE. vanized, $2.90 per 100 sq. ft.; 16- 
BPE Fee srw oils Whe badass thee 8.58 TAILERS, F.O.B. ATLANTA, GA.: mesh, bronze, $6.50 per 100 sq. ft. 





Cincinnati Reports Improved Condition 
Despite Long Backward Period 


(Cincinnati office of HARDWARE AGE) | AUTOMOBILE ACCESS ORIES.— 
CINCINNATI, June 4.—Bookings of local hardware jobbers were | Sales have continued in good volume, 
sustained at a high rate during May, and several companies report | With seasonable items moving at a lib- 


an increase in sales as compared with the same month of 1928. The 
encouraging fact is that the improvement has been effected despite a 
long period of cold, rainy weather which naturally retards demand 
to some extent. 

Orders have been well distributed among both seasonal items and 
shelf goods. The wet weather has acted as a deterrent to sales of 
garden hose, hose reels and similar items, but, on the other hand, 
trade in lawn mowers, roofing materials, automobile accessories and 
builders’ hardware has been brisk. Expansion of local building 
activities has aided builders’ hardware considerably. | 

With the exception of a slight drop in turpentine and linseed | 
oil, prices of hardware commodities have not changed. 

Reports from the retail dealers in this district state that spring 
business has been somewhat handicapped by unfavorable weather, 
nevertheless has been of good proportions. Such seasonal products 
as grass seed, fertilizer and steel goods have been moving in sub- 
stantial volume. The credit situation is fairly satisfactory. 


Reading matter continued on page 78 


eral rate. Demand for tires and tubes 
has been brisk and prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CINCINNATI: 


Balloon Cord Casings 


High Medium Low 
Grade Grade Grade 


"Pre $11.55 $7.40 $5.95 

SORE. cécasses 12.45 8.25 6.60 

eee 13.65 9.85 — 

SS ee eer 14.15 10.25 8.40 

ES ar 16.55 12.30 10.10 

(rere 19.45 14.35 11.85 

BORGO csvaesis 19.95 14.75 12.20 
High Pressure Cords 

MENTO ee as $4.50 

9! $10.10 $7. 50 5.25 

Secs oe 0.90 8.90 

SSA Pee 14.20 i, 50 9.50 

32x4% ......... 20.00 15.60 12.85 
Balloon Inner Tubes 

| ae eae $1.50 $1.29 

oo? PS 1.60 1.40 

ere 1.75 1.52 

ae 1.80 1.56 

US * 2.05 1.84 

OS) ae 2.40 2.16 

Pe viscose oe 2.50 2.30 
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Buy Your Handles 
By This Marking 


Don’t use guess work in buying 
hickory handles. Always ask your 
jobber for handles which are 
marked T. D. & W. This marking 





. —E | 














on a handle is a guarantee that it oe 
has been made by skilled workmen aa 2 
and of high grade material carefully TRADE MARK 
selected and honestly graded. It is ear: J 
positive assurance that the handles ig”, 





are exactly as represented. 


Our Line Is Complete— 
Our Service Dependable 


Regardless of what type handles you 
may need, you will find in the Turner, 
Day & Woolworth line handles that 
will exactly meet your requirements. 
Your nearby jobber will gladly give 
complete information on any or all of 
the following standard grades: 


White Hickory Handles Mixed Red and White Hickory Handles 
Longer than 24” Longer than 24” 
DANIEL BOONE GRADE: HERCULES GRADE: 
Superfine selection of all white, heavy weight, SECOND Extra selection mixed red and white, heavy weight 
GROWTH Hickory, a perfect handle. hickory, a perfect handle. 
PERFECTION GRADE: , . SUCCESS GRADE: 
Extra selection all white, good weight hickory, a perfect Selected mixed red and white, good weight hickory, per 
handle. mitting occasional slight blemishes. 
TRIUMPH GRADE: 
Selected white, good weight hickory, permitting occa- EAGLE GRADE: ; , P - 
sional small streaks, slight blemishes. ; Mixed red and white hickory, with defects which do not 
injure utility. ‘ 
24” and Shorter 24” and Shorter 
DANIEL BOONE GRADE: DAISY GRADE: a 
Superfine selection all white, heavy weight, SECOND Selected hickory, principally white, good weight, per 
mitting some red wood or light streaks. Free from defects. 


GROWTH hickory, a perfect handle. 


PEERLESS GRADE: BEAUTY GRADE: 
Extra selection white, good weight hickory, permitting Principally white hickory, permitting some red wood and 
occasional slight streaks, free from defects. slight defects in grasp or eye end. . 


The most economical distribution of Hickory Handles is through 
the retailer supplied by the wholesaler as proven by our 
experience of fifty years. 











f ESTABLISHED '!1855S 


LouISvVILLe, KENTUCKY 
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High Pressure Tubes | Four qt. sprinkling pots, $5.25 per Blizzard mill lanterns, ° per doz. 
30x3 $0.90 | doz.; 6 qt., sprinkling pots, $5.95 per Wall Lanterns.—No. $35 per 
30 De os oe $1.40 1.19 # j doz.; 8 qt., sprinkling pots, $7.10 per doz.; No. $37 per aa ; No. 30, 
31x4 pet She eeens 1.60 141 doz.; 10 qt., sprinkling pots, $7.90 per | $37 per doz. ; "No. 60, 
32n4 ep scar see 1.70 1.49 doz.: 12 qt. sprinkling pots, $9.00 per Platform ‘Lanterns.—Imperial, $15 
Beet aang 180 ©1556 doz. each; No. 1 Climax, $5.50 each; No. 
KE ccccesevece * ° eee SE.—Sal ba b f - $6 ch; Nos. i and 2 Climax 
Luggage Carrier. —Gate-type lug- GARDEN HO es have been fair, Nested, $11.50 
gage carrier, light weight, 63c. each; although wet weather has militated | Display Stand and Assortment 
58c. in lots of 10; gate-type luggage anterns.—No. 26 display stand, $4 


carrier, heavy weigh t, 80c. each; 7b5c. 
in lots of 10; disappearing type lug- 
gage carrier, 65c. each; 60c. in lots 


of 10. 

Polish.—HLF auto polish, % pint, 
50c.; 1 pt., $1; 1 qt., $1.50. 40 per 
cent off; Duco auto polish, 6 oz., 50c.; 
1 pt., $1; 1 qt., $1.50. 33% per cent off. 


BOLTS AND NUTS.—tThese products 
are selling at a normal rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list: square, 
—o and tap nuts, 60 per cent off 
st. 


BOYS’ WAGONS.—Dealers are carry- 
ing good stocks. Shipments out of local 
warehouses have been fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c. each; grey- 
hound ys A $3. 10 each; greyhound 
No. 493, 85 each; greyhound No. 
497, $3.75 ie greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


BUILDERS’ HARDWARE.—Building 
activities in this vicinity continue to ex- 
pand, with the result that demand for 
builders’ hardware has been more ac- 
tive. Prices are firm and unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.— Square bevel 
sets in case lots, $4.50 per doz 

Butts.—3% in. old copper and dul! 
brass butts, 174%4c. per pair in case 
lots; sand blast, brass finished butts, 
21c. per pair in case lots. 


CROQUET SETS.—Retail 
been of normal proportions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25; No. 10, 
six-ball set, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


DENATURED ALCOHOL.—Prices for 
next fall and winter are published here- 
with. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.9.B. CINCINNATI: 

Denatured alcohol in from 1 to 4 
drum lots, 61c. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 84c. a gallon; in cases of 10 gal- 
lons, 82c. a gallon. 

Note.—The above prices are for 
August, September and October de- 
liveries. For November delivery 
there is an added charge of lc. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned. 


FLASHLIGHT BATTERIES.—Orders 
for flashlight batteries have been com- 
ing in to local warehouses at a good 
rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, atta 

Cc. 


each; small or large monocells, 6 

each. 
GALVANIZED SPRINKLERS. 
normal movement of this line is re- 


ported by local jobbers. 
JOBBERS’ QUOTATIONS TO RE- 


inside 


trade has 








TAILERS, F.O.B. CINCINNATI: 


against business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B6. CINCINNATI: 

Rubber Hose.—5 ply, % in. | 
por tein 0th. tongthe bor Lender 
brand; 7 ply, a in. red hose, 9c. per | 
i; in 50 ft. ths; double braid in | 

4 in., 500 it oils, 616c. per ft. 

HOES.—-Here ied has been sus-| 
tained in excellent fashion. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz. ; in., $9.96 per 7 =, 
$9.96 per . ; ; 

True-tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 

HOSE ATTACHMENTS.—This line has 
suffered along with garden hose on ac- 
count of rainy weather. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Diamond nozzles, $3.60 per doz.; 
pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 

HOSE REELS.—Business has been of 
liberal proportions in this commodity. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: | 

Wooden hose reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 each; 
Donley allsteel hose reels, $1.65 each. 

ICE CREAM FREEZERS. — Dealers 
are stocking freezers at a good rate, 
and sales this year promise to be nor- 


mal. 
JOBBERS’ QUOTATIONS TO RE- 


doz.; ; 


TAILERS, F.O.B. CINCINNATI: 
White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.33 each; 
4 qt., $4.13 a 6 qt., $5.33 each: | 
8 qt., $6.75 
Arctic.—1 “ "$2 each; 2 qt., $2.30 
each; 3 at., $2.7 78 each; 4 qt., $3.40 
each; 6 at.. $4.30 each: x at.. $5.55 
each, 


$2.95 each; 2 qt., 
$3.45 each; 3 at., ’34. 10 each; 4 qt., $5 
each; 6 qt., $6. 30 each; 8 qt., $8. 20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


LAWN MOWERS.—An active call for 
lawn mowers continues, despite the fact 
that the season is advancing. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cheap Grade.—12 in., $4.60 each; - 
14 in., $4.90 each 16 in., $5.20 each. 

Ball Bearing.—14 in. medium grade, 
$7.25 each; 14 in. good grade, $8.75 
each; 16 in. medium grade, $7.50 
each; 16 in. good grade, $9 each; 
in. best grade, $11.25 each; 18 in 
medium grade, $8 each; 18 in. good 
grade, $9.60 each; 18 in. best grade, 
$11.85 each. 


LANTERNS.—Business in lanterns has 
been of substantial volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Hot Blast Lanterns.—Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
$8 per doz.; . Lanterns, $9.25 
per doz.; No. 2 “Royal lanterns, $9.75 


per doz. 

Cold Blast Lanterns.—Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.; 
Junior brass _nickel- plated, $20 per 
doz.; Little Wizard, $8.50 per doz.: 
Little Giant, 1 per doz.; No. 
Blizzard, $13 per doz.; No. 2 D-Lite, 
$13 per doz. 

Wagon Lanterns.—Junior Wagon 
with bull’s-eye lens, $17.25 per doz. 

Mill Lanterns.—Watchman’s mill 


Peerless.—1 qt., 





lanterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.; No. 2 


each; No. 26 display stand and as- 


sortment (12 lanterns), $14 each. 
Note.—A special allowance of 25c. 
per doz. is made on shipments of 3 
doz. or more. 
MOPS.—There has been no change i 
this line of goods. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Betty Bright self-wringing mop No. 
10, $8 per doz.; Betty Bright self- 
yas mop head No. 20, $4 per 
oz. 


LAWN RAKES.—Sales have been fair- 
ly good and prices are steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 


Wire lawn rakes, $6.75 per doz.; 
wooden lawn rakes, $6.50 per doz. 
NAILS.—Demand has been excellent, 
with the result that sales have been the 
largest of the year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg. 
PYREX WARE.—Orders booked by lo- 
cal jobbers have been fair. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. coe ae gl 
Round Casseroles.—No. 


60c. 

each; No. 622, $1 each; No. 628, $1.17 
each: No. oa, $1.33 each. 

653, $1.17 


Square Casseroles.—No. 
each. 
Oval Casseroles.—No. 632, $1 each; 


No. 633, $1.17 each; No. 634, $1.33 
each. 

Round As Plates.—No. 206, 17c. 
each; 08, 50c. each; No. 209, 
60c. caah; “No. 210, 67c. each; No. 211, 
73c. each. 

Round Pudding Dishes.—No. 021, 
40c. each; No. 022, 57c. each; No. 023, 
67ce. each; No. 024, 80c. each. 

Square Pudding Dishes.—No. 053, 


67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 

PAINT SUPPLIES.—The season for 
painting has not been auspicious on 
account of inclement weather. Never- 
theless, business has been fairly good. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
79c. per gal.; turpentine, in 2 barrel 
lots, 63c. per gal.; white and red lead 
in 500 Ib. kegs, 13%c. per Ib.; less 10 
per cent. 

RADIO BATTERIES.—Despite the ad- 
vent of late summer and warm weather, 
demand for radio batteries has been 


holding up well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Net price Net price 
each, each, 
less unit in unit 


Stock No. i kg. 
Super B bat., No. 2138.. eS 0 2.97 
Super B bat., No. 22308 2.2 1.06 
B batteries, No. 10308.. oat 2.63 
B batteries, No. 2308. 1.88 1.75 
B batteries, No. 5308. 1.88 1.75 
B batteries, No. 2158. 1.31 1.22 
B batteries, No. 2156... 1.31 1.22 
C batteries, No. _* 38 35 
A batteries, No. 6...... .40 35% 

Note.—Nos. 51808. 5308, 2158 and 


2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
ar ae 10; No. 6 is in unit pack- 
ages of 5 
RADIO TUBES.—Liberal sales are re- 
ported by local jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
MX199 general purpose tubes, $2 
each; MV199 several purposes tubes, 
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Turn Window Shoppers 


into 


Customers 


—3 | 


ead 


—/ BS... 


bem: 


A display of the Full Line of Coleman Gas Pressure Products in 
the window of Jensen, Byrd and King at Spokane, Washington. 


—Here Is How One Coleman Dealer Does 


ye LEAST ten people “window shop” in front of your store to every one who shops 
inside. The problem is to quicken the interest of the sidewalk “lookers” into action... 
win their confidence . . . get them inside the store. 

There’s nothing like nationally-known, nationally-advertised merchandise to help you do 


this. Take the window shown a 


ve, for example. It is filled with Coleman Products that 


a the passer-by like old friends. Even the window cards show the same attractive 
leman pictures that people see in Coleman ads in farm papers and magazines. 


One Good Sale Deserves Another 


Another good point about this window is 
that it features the full Coleman Line. People 
who already enjoy Coleman Light in their 
homes see all these Cook Stoves, Radiant 
Heaters, Hot Beam Heaters, Irons and Camp 
Stoves, and are reminded how easy it is to 
Heat and Cook the Coleman Way, too. 

The Coleman display cards used in the win- 


THE COLEMAN LAMP & STOVE COMPANY 


dow pictured above...and other equally attrac- 
tive display materials . . . are furnished on re- 
quest. Use them to make your show windows 
into attractive business getters. Write your 
nearest Coleman Office or ask the Coleman 
Salesman for suggestions. He is trained to 
help you with your window trimming and 
merchandising problems, (FD4) 


eral Offices: WICHITA, KANSAS, U. S. A. 


Gen 
Factories: Wichita, Chicago, Toronto. Branches: Philadelphia, Chicago, Los Angeles 
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$2 each; MX201A general. purpose JOBBERS’ QUOTATIONS TO RE- JOBBERS’ QUOTATIONS TO RE- 
tubes, $1.40 each; MX201B Dy ee a 2 Fo gee SAA 4 TAILERS, F.O.B. CINCINNATI: 
purpose tubes, $2.50 each; 00 oofing aper.—Light, standard, Scr rs.—No. i in. 
detector tubes, $4 each; MX240 high 80c.; medium standard, 95c.; heavy x 6 t 8 a ao a. Bg BAS 
Mu tubes, $2 each; MX112A power standard, $1.10; light Holdfast, $1; ft. 6 in. x 6 ft, 8 in., $19.10 per doz 
amplifiers, $2.50 each; MX171A, power medium Holdfast, $1.25; heavy Hold- No. 314, 2 ft. 6 in. x 6 ft. 8 in., $25. % 
amplifiers, $2.50 each; MX280 full fast, $1.50; K red and green slate per doz.; No. 355, 2 ft. 6 in. x 6 ft. 
wave rectifiers, $3.50 each; MxX281 surface, $1.85. _ in., $33. 35 per doz.; No. 315, 2 ft. 3. 
half. wave rectifiers, $7.25 each; Roofing Coating.—Coal tar, refined, in. x 6 ft. 8 in., $32.65 per doz.; No. 
MX226 amplifiers, $2 each; MY227 de- in barrel lots, 25c. per gal.; in half 315, galvanized, 2 ft. 6 in. x 6 ft. 8 in., 


tectors, $3 each. 
RAKES.—No change is reported in this 
line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Trade-tempered true grade 12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.50 per doz.; 
competition gradé, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 

ROLLER SKATES.—Trade has been 
brisk in the past two weeks. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.42 per pair;-No. 181; 65 per pair: 
No. 183, $2.75 per pair; Na,185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. ~ 
103 and 105, $1.37 per pair: 

ROOFING MATERIAL.—Business has 
been sustained at a good levgl and 


prices are firm. 





coal tar, 


barrel lots, 28c. per gal.; : 
n 


crude, in barrel lots, 24c. per gal.; 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 121%4c.; in 5 Ib. cans, 944c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5 Ib. cans, 12 cans to the 
box, 8%c. per lb.; in 10 Ib. cans, 6 
cans to the box, 7%4c. per Ib. 


SCREWS.—No changes are recorded in 
screw prices. Shipments out of local 
warehouses have been good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

Flat head bright screws, 50, 10 and 
10 off list; flat head blue screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list: 





i shal wire goods, 85, 20 and 5 off 


SCREEN DOORS.—Fill-in orders con- | 
tinue to be placed with frequency. 


$32.95 per doz. 

Window Screens.—No. °1833, $4.30 
per doz.; No. 2433, $5.15 per doz.; ; No. 
2437, $5.40 sot doz.; No. 3037, $6.90 per 
doz.; No. 3637, $3" per doz. 


WATER COOLERS. — Dealers‘ -are 
stocking water coolers in fair quan- 
tities. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

2 gal. cooler, $1.80 each; 3 gal. 
cooler, $2.05 each; 4 rs eooier, + 40 
each; 6 gal. cooler, $ 8 gal. 
cooler, $3.90 each; 10 pol a eh, $5 
each; Twentieth Century cooler with ' 
bottle, No. 50, in mahogany finish, 
$10.80 each; Twentieth i. on cooler 
with bottle and stand, No. 500, in ma- 
hogany finish, $13.75 each: Twentieth 
Century cooler with bottle, No. 50, 
in white finish, $11.25 each; Twenti- 
eth Century cooler with bottle and 
stand, No. 500, in white finish, $14.50 
each. 





Pittsburgh Jobbers Report Decline for 


April and May 


PITTSBURGH, June 4.—The unusually late spring in this district 
had a depressing effect on the hardware business during May and 
jobbers are practically unanimous in reporting a decline in sales 
volume as compared with both last May and April of this year. Hot 
weather during the last days of the month brought a slight improve- 
ment in a few lines, notably screen doors and windows, ‘picnic jugs 
and paints and a better movement of farm, garden and lawn tools is 
However, such items as sprinklers 
and garden hose are practically dormant and the usual’ seasonal 
activity in fencing and other wire products has not reached its 
From some sources a slightly improved demand 
for nails during the last week or two has been reported, but if this 
is indicative of increased activity in the building trades, it has not 
been fully reflected in the movement of builders’ hardware and mis- | 


reported from some quarters. 


usual proportions. 


cellanous tools. 


(Pittsburgh office of HARDWARE AGE) 





Makers of bolts and nuts have 
adopted a system of standardized 
measurement approved by the Depart- 
ment of Commerce, the full details of 
which will be announced in the near 
future. Bolts, nuts and rivets have 
proved to be one of the most satisfac- 
tory of jobbers’ lines this year, judged 
at least by the steadiness of demand 
and mill operations in the district are 
still holding at 75 to 80 per cent of ca- 
pacity. This is about 20 points better 
than the usual operating rate, and 
while a large part of this activity is di- 
rectly traceable to the heavy require- 
ments of the railroad car building 





shops, the movement to jobbers has 
been steady and well diversified. Prices 
are also being well maintained. 

Prices on other lines are generally 
well stabilized, but recent reductions 
include gas heating stoves, picnic jugs 
and sheet iron measures. Only the 
higher priced lines of gas stoves have 
been reduced, the reductions amounting 
to about 5 per cent. Prices on picnic 
jugs, which are now becoming quite ac- 
tive, are only slightly lower than here- 
tofore. The reductions on sheet iron 
measures amount to approximately 10 
per cent. 

The steel industry enters June with 
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only slight reductions in the heavy 
backlogs of a month ago and with 
searcely any slowing down in mill op- 
erations. While the requirements of 
the automobile industry are being grad- 
ually reduced, the heavy movement of 
steel to railroad car builders, ship and 
barge makers, manufacturers of agri- 
cultural implements, and the food con- 
tainer industry are holding up unusual- 
ly well, and tonnage releases against 
contracts on plates, bars, sheets and 
strip are keeping up at the recent rate. 
In the case of sheets, the lighter ship- 
ments to the automotive industry are 
being ‘offset by heavier demand from 
other channels. The recent shortage in 
semi-finished steel continues, although 
pressure for deliveries is not as great 
as it was two or three weeks ago. 
Open-hearth capacity is still being util- 
ized to the utmost and is just proving 
sufficient to supply the demand of fin- 
ishing mills. As in the case of hard- 
ware, unfavorable weather conditions 
has retarded the demand for some steel 
products, notably tin plate; wire and 
galvanized steel sheets. 


AUTOMOBILE TIRES AND TUBES. 
—Dull conditions still prevail in this 
market. Prices are unchanged at re- 
cent levels and there now seems little 
likelihood of advances. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield tires, 4 ply batloon type. 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50 
$8.25; tubes, $1.60; 29 x 4.75, $9.55: 
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The Right Truck Body for 


Your Business must qualify 
Five Different Ways: 


It must have an appearance sufficiently It must be specially adapted to the 

high-grade to be entrusted with your peculiar requirements of your own 
Sem eame business — carrying the maximum load 
: quickly and economically. 





It must be constructed sufficiently well It must be backed up and guaranteed 
to meet the most strenuous service byamaker whose reputation for honest 
and to protect your investment. building is known the nation over. 


It must be priced to define its true value—not so high as 
to hint at exploitation, not so low as to suggest inferiority. 


Measure any Hercules Better Business Body by this five-fold 

standard—Appearance, Construction, Adaptability, Reputa- 

tion, Price. It will check one hundred per cent— exactly the right 
truck body for your business! 


Hercules No. 1900 Open Body for Chevrolet 
Utility 1%2-Ton Truck 





HERCULES PRODUCTS, INC., EVANSVILLE, IND., U. S. A. 
HERCULES PRODUCTS, LTD., WALKERVILLE, ONTARIO, CANADA 


Distributors Everywhere 


HERCULES 


THE WORLD’S LARGEST BUILDER OF BETTER BUSINESS BODIES 

















ces in all instances are each. 


10 in., $1.60 to’ 
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tubes, $1.70; 29 x 5.00, $9.90; tubes, | Trowels.—Garden, No. 7, $1.40 per each; mash hoppers, $1.30 to $2.10 
GG o> fe Mae, Mates Hae) San, eee ae gE de | Set 
x o. 5; tubes. -85; x | 0. °o c 
: ; ' Cel-O-Giass.— -ft. » 18e. 
5.00, $11.15; tubes, $1.90; 28 x 5.25. | Grass Hooks and Shears. — Hooks, wir de tt ee, to 
$11.10; tubes, $1.85; 30 x'5.25, $11.90; | No. 7, $2.50 per doz.; No. 450, $4; ies 3 ° . 
tubes, $2.00; 31 x 5.25, $12.25; tubes, | German, $3.60; English, $7. Shears, — 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. | No. ; per doz.; No. 380, $3.60: i : 
Same, 6 ply, 31 x 5.25, $14.70; tubes, | No. 520, $5.50; No. 925, $7; No. 530, SASH WEIGHTS.—The price is un- 
—_ 600. gs ll eee: =: | $5.50; No. 540, $6. changed at $42 a ton f.o.b. Pittsburgh, 
6.00, $16.65; tubes 6; 32 <4 6.00. Shears.—Pruning, No. $2 per and there is little demand. 
Sib! Mace, GEN: Six 600, HTS! | MOR No. ©. FSH, No. a, 8; Re 
ey RY | to $1.75’ each; 9 in., $1.40 to’ $1.90; | SCREEN WIRE GOODS. — Screen 
| $2. doors and windows are considerably 


Pr 


BOLTS, NUTS AND RIVETS.—Stand- 
ardization of measurements of bolts 
has been approved by the Department 
of Commerce, and is soon expected to 
be announced to the trade. Local de- 
mand for bolts, nuts and rivets is still 
very satisfactory, and prices are well 
maintained. 
JOBBERS’ QUOTATIONS TO RE- j 
TAILERS, F.0.B. PITTSBURGH: 1 
Boits.—All styles except stove and | 
tire bolts per 100 pieces, 60 per cent | 
off list; stove bolts, 75 and 10 per ' 
cent off list; tire bolts, 60 and 10 per | 
cent off list. 
Nuts.—All styles, 
list. 
Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—The prod- 
ucts included in this classification are 
slowly gaining momentum, but business 
is still far from good. | 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. PITTSBURGH: | 
Butts.—Ball tip, plated, dull brass 
and antique coppér, less than case 
lots in 3 x 3 in., $18.50; per 100 pairs; | 
3% x 3% in., $19; 4 x 4 in., $30. 





50 per cent off 





Hinges.—Heavy strap, 6 in., $1.85 | 
per doz.; 8 in., —: 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; | 
8 in., $3.40; 10 in., $5. 40; light strap. i 
with screws, packed one pair in a | 
box, 3 in., $9.60 per 100 pair; 4 in., | 
$11.60; light, 2, 3 in., $11 per 100 pair; | 
4 in., $12.60. | 


Hasps. — Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 


4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in.. 
$1.60. 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


FARM, GARDEN AND LAWN.—Lawn 
supplies have improved somewhat in the 
last week or ten days, but such items as 
sprinklers, garden hose and kindred 
products are moving very slowly. De- 
mand for farm tools has improved 
slightly. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Lawn Rollers.—No. 2, 175 Ib., with 
water, $8.55 each: No. 4, 265 Ib., 
$10.15: No. 5, 265 Ib., $12.70; No. 7, 
420 Ib., $14. 60; No. 9, 565 Ib., $16. 50. 

Garden Hose.—250 to 500 ft. coils, 





% in., 74%c. to 9c. per ft.; % in., 8c. 
to 10%c.: % in., 9c. to 12%c.; in 50 | 
ft. lengths coupled ‘Me. per ft. 
higher; nozzles, Gem, $5.50 per doz.: 


Diamond, $4.50 doz.; Giant, $3.25 per 
doz.; reels, $1 to $4 each; Perfect hose 
couplings, $2 per doz.; Sherman hose 
couplings, $1.40 per doz.; Perfect | 
hose menders, 25c. per doz.; hose 
Hy geet $2.40 per doz.; hose adapters, | 


per doz. 
Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.: No. 
41, $15.24; spading forks, No. 84, 


$10.80 per ‘doz.; No. 72, $14.28; garden 


rakes, No. 014, $5.64 per doz.; No. 512, 
$8.64; No. 514, $9; lawn rakes. No. 
124R, $5.50 per doz.; field hoes, $6 per 
Oz. 


i 
Barrows.—Garden, No. 81. $3.65 | 
each; No. 82, $4.75: No, 83, $5: No. | 
84, $7.75; No. 45, $4.50; No. 35, $5.75: 
No. 25, $6.25. 


Pruners.—tTree, bay $1.30 to 
$1.60 each; Disston, $2 to $2.10; Rock- 
McK — $2.60 


dale, gu. 35 to $1.65; 
to $3.6 


A.2»: 60c. each; Rain 
King, $2.60; Giant Rain King, $8.25; 
Pluvius, $1. 25. 

Sprinkling Cans.—Galvanized, 
$6 per doz.; 6-qt., $6.60; 8-qt., 
10- es $8.40. 


4-qt., 
$7.50: 


awn Mowers.—12-in., $5 to $8.75 
cach 14-in., $5.25 to $13; 16-in., $5.75 

o $13. 50; 18-in., $8.50 to $14; 20-in., 
$10. 50 to ‘31 5. 

Sprays.—Bordeaux mntesuaee, 1-lb. 
papers, 24c. ber Ib.; in 100-lb. drums, 
14c. per Ib.; arsenate of lead, 1-Ib. 

papers, 22c. ‘per Ib.; in 100-Ib. drums, 
16c. per Ib. 


GAS HEATING STOVES.—The higher 
priced lines of gas heating stoves have 
been reduced approximately 5 per cent, 
according to annoctncements from the 
mills to jobbers. 


MISCELLANEOUS TOOLS.—Demand 
is about normal for this time of the 
year and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Electric Drills. —No. 141, $24 each: 
No. 142, $32; No. = $48; No. 562, 
$35.20; No. 382, $41.6 

Files.—Disston, 50 aes 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. 

Gara e Vises.—No. 43, $2 each; No. 
43%, $3; No. 44, $5. 


|PAINTING SUPPLIES.—Outside 


paints have been moving somewhat bet- 
ter in the last week, and the past 


| months’ business, while not up to ex- 
| pectations, was generally very good. 


Prices for white lead, turpentine and 
raw linseed oil have not changed for 
several weeks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
res aca white lead, 13%c. per Ib. in 
100-Ib. jots: 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less in lots of a ton or more: 


turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 12c. per Ib. in 
barre! lots. 


PICNIC JUGS.—This line has become 
more active and prices for the three 
popular grades are slightly lower this 


| year, at $1.10, $1.40 and $2. 


| POULTRY SUPPLIES.—The _ usual 
seasonal tapering off in demand is re- 
ported by jobbers, although there is 


still some call for fountains, feeding | 


troughs, etc. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Iincubators.—No. 1, $21 each: ve 
2, $24.50; No. 3. #8 55; No. 4, $38. 
No. 165, $15 No. 17E, $21: si 
prices net. 

Brooders.—No. 117, $10.33 each: No. 
118, $12.95; No. 119, $15.75: No. 80, 
$12'25; No. 81, $12.95: No. 101, $18.55; 
No. 102, $22.50; all prices net. 

Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 








| 
| 
| 


| 





} 








more active with the coming of warm 
weather, and there is still a satisfac- 
tory movement of poultry netting. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Screen Wire Cloth.—Black No. 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
12 mesh, $2.10; bronze, No. 14 mesh, 
$6.75. 


Screen Doors.—2 ft. 8 in. x 6 ft. 8 
in., No. 241, $18 per doz.; No. 288, $24; 
No. 457-G12, $22; No. 315-B14, $42. 

Screen Windows.—Wooden frame, 
extension, 12-33, $3.50 per doz.; 15-33 
$3.85; 18-38, $4.40; 24-33, $5.10. 

Hardware Cloth.—24 in. x 48 in., 
No. -2, $4 per 100 sq. ft.; No. 3, $4.30; 
No. 4, $4.65; No. 6, $5; No. 8, $5.50. 

Poultry Netting.—Galvanized after 
weaving, 50 and 10 per cent off list. 


SHEET IRON MEASURES.—Recently 
announced prices show a decline of 
about 10 per cent from previous levels. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 


Doz. 
res eye re eee $1.80 
Se OME Sick cuGuoks pe ane cee cere 2.40 
RS Ra a ere 2.85 
i. ee era ate 3.60 


WIRE PRODUCTS.—Little change in 
demand has occurred in the last week 
or two, and it now seems certain that 
aggregate movement of wire and nails 
this season will be below the average. 
A few jobbers report a slightly heavier 
call for nails. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 


per 100 Ib. Annealed Galvanized 
No. 6 to 9 gage....... $3.00 $3.45 
| AS er tye 3.05 3.50 
er erro 3.10 3.55 
RS. Br creer 3.15 3.65 
a ey ee eee 3.25 3.80 
ee | Re yee 3.35 4.00 
MS | Serre ry re 3.55 4.30 
| | re ie 3.75 4.55 
Barbed wire (per 80-rod spool): 
Sapolnt COTES oc. cs ccocevoccccsce $2.97 
SaMOIMt BOB 2c. cccccssceccesovcce 3.18 
GG PEE Wi eh cosbeccesnceaa seve 3.43 
ROSTER GHETID oc ccccccccccsvscces 3.17 
2-point cattle (special) ......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
fe SP eT Pe ee Oey Cee $39.80 
Lg SPS oP eee eee 55.80 
DEROU iki sb bcbw wd aos a ei Gdn ep ean 27.70 
OS BR Pe eet eee 37.00 
ge | PRES SRS arr rer rere 35.80 
ge SEPP eT See oie Peter rire 49.20 
Poultry and rabbit (No. 14% gage): 
BE Es cb ks aed bho s Oud b ouaen $36.50 
eee ere 44.00 
Re BR re eT eee 49.50 
Smaller mesh: 
AMEN! in ecb irae biome ok eed AAS $37.00 
ET OTE CP eT eT 44.50 
ST Sarre yee Paster 52.00 
DO, NE ope s Cabbie es cee we 60.00 


Posts: 
Galvanized Painted 
Tubular Angle Steel 


Steel Fence 


SS Seer per. ey B00. GRE, nxcvacs>- 
a oe 55c. each 38c. each 

Sathieniminale ....65¢. each 40c. each 
%* tt. bikie ja'ence kw atid 6 le die 45c. each 


Bright nails, base, per keg, $3. 














HARDWARE AGE for JUNE 6, 1929 


83 











THE MATERIAL OF 





Bakelite Molded Door Knobs are made by National Brass Co., Grand Rapids, Mich. 


There is a rapidly growing market for non-corrosive 


Bakelite Molded Door Knobs 


DVERSE climatic conditions 
can never cause a Bakelite 
Molded door knob to corrode and 
stain. In selecting door hardware 
an increasing number of architects 
and builders have approved Bakelite 
Molded door knobs, because they 
will not deteriorate and lose their 
smooth lustrous surface through 
years of hard service. 


Unlike metal knobs, these of Bake- 
lite Molded require no cleaning with 
polishing pastes, and there is no 
plating or lacquer to tarnish, peel, 
or wear off. The color goes all the 


way through. Cellar dampness, salt 
air and steam cannot harm them, 
and they will last indefinitely on 
any door. 


Bakelite Molded door knobs are as 
easily wiped clean as glass knobs, 
but are very much stronger. They 
are made in glossy walnut brown 
and black and in dull black for use 
with wrought iron. Bakelite Molded 
door knobs are made in standard 
sizes, and the manufacturers will be 
glad to show you the sales possi- 
bilities in a display of the complete 
line. 


BAKELITE CORPORATION 
247 Park Avenue, New York, N. Y., Chicago Office, 635 West 22nd Street 


BAKELITE CORPORATION OF CANADA, LTD., 


BAKELITE | 


A THOUSAND USES 


iad 


163 Dufferin St., Toronto, Ont. 


“The registered Trade Mark and Symbol shown above may be used only on products made from matenals 
manufactured by Bakelite Corporation Under the capital “B" is the numerical sign for infinity. or unlimited 
quantity It symbolizes the infinite number of present and future uses ‘of Bakelite Corporation's products.’ 
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Hot Weather Hardware Specialties Active— 
New York Collections Average Fair 


NEW YORK, June 4.—Business in this wholesale hardware market 
has followed closely the trend of the weather. On the warm days 
there has been a definite activity in practically all seasonable lines, 
but on the rainy days the demand has noticeably slackened. Strictly 
staple lines are in moderate demand and there are practically no 
price changes of importance other than an approximate decline of 
10 per cent on Yale night latches. 

The holiday last week contributed toward bringing down the 
week’s average sales volume but at that local jobbers are encour- 
aged by the average day’s business. 

Hot weather lines have been greatly stimulated by the few days 
of real heat. These lines will likely continue active. Collections | 


average fair. 





; J J prone Everybody's Vacuum Freezer, gray 
BOLTS AND NUTS. Normal volume enameled, 1 pint, $3.50 each; 1 qt., 
of sales with prices unchanged. Lo- $4.50 each; 2 at., se each; 3 at., 
> j $7.00 each; 4 qt., $8.00 each, ese 
cal wholesale stocks are satisfactory. celate are LanT sak Guniet 40 ae 

JOBBERS’ QUOTATIONS a RE.- dealer’s discount of 30 per cent. 
TAILERS, F.0.B. NEW YOR yy — special, 2 qt. size, 
b li % $1.50 eac 
Carriage bolts, 5§ off list. Case White Mountain, 1 at., $2.48; 2 at. 


lots, 60 per cent off list. 
Stove bolts, 80 per cent off ut. 3. oH sa” sei if a wee é at.» 
Machine bolts, % by 6 and smaller, y 1% oe a sisson 30 at., $16.80, 


50 and 60 off list; larger to 1 by 30, 8 J 
50 per cent off list; 14% to 1%, 30 off These sete” ‘are EACH and NET. 





xo screws, 55 off list. Case lots, JUVENILE ITEMS.—Continue to be 
60 per cent off list. Stepbolts, 50 per fairly active with prices the same and 
cont off lst. not likely to change. Stocks are in 
FANS, ELECTRIC.—Very heavy de-| good condition. 
mand during the past week. Likely to JOBBERS’ QUOTATIONS TO RE- 
continue very active. Prices are firm. TAILERS, F.O.B. NEW YORK: 


S ‘ Child’s garden sets with 18 in. 
techs: oe otequete handles. Set No. 1, 10c. each; No. 


JOBBERS’ QUOTATIONS TO RE- 6, 17c. each, and No. 9, 30c. each. | 
TAILERS, F.0.B. NEW YORK: Arcade toy lawn mower, No. 564, | 
Competitive grade, 8 in., $3.15 each; 55c. each. In lots of 12 or more, 50c. | 
in case lots, $3.00 each; 9 in., $3.85, each; No. 565, 85c. each, in lots of 
and in case lots, $3.67 each; 10 in., 12 or more, 75c. each. | 
$4.90 each, in case lots, $4.67; 16 in., Bissel’s toy carpet sweepers, Lit- 
$11.00. Above are _ non-oscillating. tle Helper, 16%%c. each; Little Gem, | 
10 in. oscillating model is $7.00, and 31%c. each; Little Jewel, 83%c. each; 
in case lots, $6.67 each. ang Fee vorel gg 840, $6.95; Ne gi 
A] r ower r ~ ~ . oO. 
FLY SWATTERS.—Demand has start-| 6 55;°No. 842, $6.90, and No, 843, $8.15 | 
ed in moderate way but will likely each; No. 850, $7.50; No. 854, ‘7.80; } 
r , : . . No. 852, $8.15; No. 853, $9.70 each. 
show rapid increase with warmer Sidewalk cycles, No. 900, $9.40: No. | 
weather. Prices are as shown. 910, $10.65 each; No. 922, $17.50, and | 
No. 932, $17.50 each. 
JOBBERS’ QUOTATIONS TO RE- Coaster wagons, No. 750, $1.80 ez ace 
TAILERS, F.O.B. NEW YORK: No. 751, $2.25, and No. 761, $3.2 
Fly og ee souher, <r coat each. 
in. overall, 24 in display carton, ce. : . ‘ 
each; Kant-Mis, black wire cloth, “8 LANTERNS.—Demand is fair. Prices| 
mesh, tinned wire ee. $6.75 per are the same. 
gross in gross lots, $7.00 per gross in 
; . v ra JOBBERS’ QUOTATIONS TO RE- 
half gross lots. Black Hawk, 5 3/5c. TAILERS, F.0.B. NEW YORK: 


each; $7.75 per gross. 
——< ” Lanterns, Hy-Lo, $7.50; Victor, 


FREEZERS, ICE CREAM.—Though a $8.00; Monarch, $8.00; Buckeye Dash, 





| 
little early for the heavy demand on $14.00; Junior wagon, $17.25; Watch- | 
nu s men’s Mill, $25.00; No. 2 Blizzard, 
this line, the few warm days of the!  $39/00, and’ No. 30 Beacon wall $7, | 
past week have stimulated a fair de- chow me —: per ee aoe = to | 
. special allowance of 25 cents per 
mand. Prices are as shown and not dozen on shipments of 3 dozen or 
likely to change during the season. more at one time. milion ‘ 
ntern display stand, $4.00 each, | 
TAtene ?. Sa haw von TO RE- with lantern assortment, $14.00 each. 
Acme, all metal, 2 at. size, bright NAILS.—Normal sale with prices un- 
galvanized tapered, $8. <4 oe. changed. Stocks are ample. 
same enameled-galvanize 1 per 
doz.; 4 qt. size, enameled- ‘galvanized, JOBBERS’ QUOTATIONS TO RE- | 
$18.00 per doz. and 1 pint size, | TAILERS, F.0.B. NEW YORK: 
Junior, enameled, $4.80 per doz. Common wire nails, bright, 4d, $4.45 } 
These prices are NET. per keg; 6d, $4.10 per keg; 8d, $4.05 
Auto Vacuum, No. 1, $2.33 each: per keg; 16d, $3.95 per keg; 20d, 33 85 
No. 2, $2.67 each; No. 3, $3.33 each, per keg; common wire nails, galvan- | 
and No. 4, $4.00 each. Prices are ized, 4d, $6.95 per keg; 6d, $6.70 per | 
NET. keg; 8d, $6.55 per keg, and 10d, $6.45 
_Casco Effortless freezer, $2.67 each, | per keg. | 


| Wire box nails, smooth, 4d, $4.65 


4 
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active. 


continue. 


er keg; 6d, $4.30 per keg; and &d, 
4.15 — keg. Wire finishing nails, 
$6.15 per keg; 6d, $4.55 per 
keg; 8 Par Th 30 per keg, and 10d, $4.20 
per Pea Wire finishing nails, gal- 
vanized, 4d, $7.65 per keg; 6d, $/.05 
per keg; 8d, $6.80 per keg, and 10d, 
$6.70 per keg. 


LAMP CORD.—This line has been very 
Prices are the same and local 
stocks appear adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, old 
brass, white, green and brown, 500 ft. 
on a spool, $9.50; silk ay yg twisted 
lamp cord, white only, 250 ft. on a 
spool, $13; 18 ga. 1/64 cotton covered 
lamp cord, maroon, white and dark 
brown, 500 ft. on a spool, $8.30; 18 ga. 
1/32 cotton covered lamp cord, green, 
white, maroon, oak tan and dark 
brown, 500 ft. on a spool, $10.75; 18 
ga. 1/64 cotton single conductor wire, 
white, brown, oak tan, white with 
marker, brown with marker, and oak 
tan with marker, 500 ft. on a spool, 
$4.25; 18 ga. 1/32 cotton twisted lamp 
cord, green and yellow, 250 ft. on a 
spool, $12.50; 18 ga. black cotton re- 
inforced cord, 250 ft. on a_ spool, 
$16.50; 18 ga. cotton covered heater 
cord, 250 ft. on a spool, $16.50. 


% 
ROLLER SKATES.—A heavier call is 
expected should present warm weather 
Prices are as shown and lo- 
cal wholesale stocks seem to be ample. 


JOBBERS’ QUOTATIONS hig RE- 
TAILERS, F.0O.B. NEW YOR 


Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolis, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; ‘axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
— per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, No. 400, for either 
boys or girls, self- contained _ ball 
bearings, $1.45 per pair; i line, 
for boys or girls, 85c. per pai 

9 cuicago line, No. 181, $2. 65° Ma, =. 

2.75: No. 185, $2.75; No. 101, $1.3 
and Nos. 103 and 105, $1.38 per pair. 


SOLDER.—Sale is steady with stocks 
satisfactory. Jobbers quote bar solder, 
half and half 35 cents per Ib., and strip 
solder, $2 per 5 Ib. box. 


SCREWS.—Moderate demand _ with 
prices the same. Stocks are ample. 


JOBBERS'’ Tees ine, RE.- 
TAILERS, F.0O.B. NEW Y 


Wood screws, flat head, an iron, 
41-10-10; round head, blue, 40-10-10: 
round head, iron, nickel plated, 2714- 
10-10; flat head, galvanized, 20- 10- 10: 
flat head, brass, 3214-10-10; round 
head. brass; 27% -10-10. These dis- 
counts apply to new standard screw 
lists. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-7144 per cent discount. 
































When Your Stock of W. Rose 
Trowels is Large Enough They 
Leave With a Smile 


When a bricklayer comes into your store to buy a trowel, 
he expects to find a stock complete enough to enable him to 
make a selection. He has his own idea of height, hang and 
degree of limberness. He should have from six to ten dozen 
trowels from which to make his choice. 


Now there is something else to remember—aAnd that is that 
a bricklayer is a highly paid workman. He feels friendly 
towards the hardware store that carries a good big stock of 
trowels—the tool he uses in making a living. 

So ¢ater to the bricklayer and you'll find that he buys more 
than trowels in a hardware store. 


br, _ WM. ROSE and BROS. 


George K. Goodwin, Owner, Sharon Hill, Pa. 











ee OSE TOOLS Endure 





NEW YORK TERRITORY SOUTHERN TERRITORY WESTERN TERRITORY 
Henricks 4 Howell, 41 Murray St., New York City 1. H. Deveney Company, 1505 4th Nat’l Bank Bldg., J. B. Lippincott Company, Sheldon Bldg., 
Atlanta, Ga. San Francisco, Calif. 
NEW ENGLAND TERRITORY CHICAGO TERRITORY 
174. N. Wacker Drive, CANADA 


Wiebusch & Hilger, Ltd., 110 Lafayette 8t.. Clarence FE. Bullock, Inc., : 
New York City Chicago Geo. B. Fraser, 39 Tyndall Ate., Toronto, Canada 
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SPRING GOODS.—Replacement orders 
have followed the trend of the weath- 
er. During warm spells, sales have 
been good, but on the rainy days there 
has been but little cail for this mer- 
chandise. Business to date on this 
group, however, is considered very sat- 
isfactory with practically all prices 
steady. 


JOBBERS’ QUOTATIONS + RE- 
TAILERS, F.O.B. NEW YORK 


Cultivators 
a cultivator, adjustable 3 
ed steel prongs, maileable iron 
et, enamel finish, 4 ft. ash han- 
se 60c. each; same with 5 forged 
adjustable prongs and 4% ft. 
ash handle, 85%c. each. 
Packed 6 in a bundle. 
Garden Hoes 
Ladies’ garden hoes, 5 in. forged 


steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronzed socket 
shank, 4% ft. handle, 87%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
81%c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 814%c. each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 98'4c. 
Secuffle type hoes, 8lc. to 92c. 


Garden Hose 


% in.—in 25 ft. lengths, 9% to 13c.; 
in 50 ft. lengths, 9 to 12%« 


Grass Hooks 


No. 22—Tempered steel blade. 
Bronzed on top side, 18c. each. 


each. 
each. 


No. 12—English pattern. High 
grade steel blade, natural finish, 
polished back and edges, 58c. each. 

No. 35—Tempered steel blade. 


Rubber back and green enamel fin- 
ish, with black enamel handle, 35c. 
No. 33— Offset patterns. Forged 


N order that dealers may retail rope 

in as convenient and profitable man- 
ner as possible, Plymouth Cordage Co., 
North Plymouth, Mass., has prepared 
a new and improved automatic rope 
selling chart. 

The operation of the chart is simple 
and dealers have found it a distinct 
advantage to be able to quote to cus- 
tomers a definite price on any size and 
length rope desired, using the Plymouth 
rope-by-the-foot chart. 

Many organizations have been un- 
usually successful in selling rope at a 
price per foot according to size. Deal- 
ers who have followed this same prac- 
tice in their rope sales, report that this 
method appeals to their customers and 
has real merchandising merit. Cus- 
tomers are often surprised to find that 
a certain length of first quality Manila 
rope costs no more when priced by the 
foot than the same length and size of 
rope, much inferior in quality—the 
difference coming in the weight of the 
two ropes. 

The advantages of the Plymouth 
chart are many. Further information 
regarding it can be secured from the 
company. 





from bar tool stock. Riveted hard- 
= handle and _ polished blade, 
4 


Wc. 

No. 43—Offset pattern with 

-—~? blade, 33%c. each. 
—Offset pattern. High grade 

. blade, with polished face and 

forged steel shank attached to blade 

with two bolts. Corrugated handle, 


44c. each. 
Hay Forks 


Strapped ferrule, selected 


green 


ash han- 


dies, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handle, $1.15% each, and with 6 ft. 
bent handle, $1.39 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 


spring goods in bundle lots. 


Hedge Shears 


One serrated edge and one knife 
edge. Forged steel handles’ with 
grips. Tempered steel blades, 6% in., 
$1.83 each; 7% in., $2.00; 8 in., $2.17; 
9 in., $2.33; 10 in., $2.67. 

Ash handles with riveted tongs, 


fastened with bolt, 6% in., 
7 notched, $1.30; 8 in., 


‘ in., 
$1.40; 9 in., notched, $1.50. 


plain, 90c.; 
notched, 


Manure Forks 


Strapped ferrules, oval drop ary 
tines, selected D ash handles, 4-12 ir 
tines, bronze finish, $1.71 eac h. Seuss. 
6-12% in. tines, $1.89% each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft 
ash handles, 4-12 in tines, $1.57% 
each. Same with 5-12% in. tines, 
$1.8914 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dle, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure forks 
are packed 6 in a bundle. 


Mortar Hoes 


steel blade, bronze 
ash handle, 


Polished forged, 
finish, solid shank, 6 ft. 


9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel blade, 
$1.09 each 

Mortar hoes are packed 12 in a 
bundle 


Plymouth’s Rope: iboydheFont Selling 


| each; 


Potato Hooks 


steel goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.02% each. Same, with bent 
head, polished and bronze finish, 4 
angular black tines, 96%c. each. 
These are packed 12 in a bundle. 


Rollers 


| Welded steel drums, green painted 
| with red handles. Plain bearing roll- 
| ers, 14 in. diameter, 24 in. length, 
| $8.55 each; 18 in. diameter, 24 in. 
length, $10.15 each. 

Roller bearing rollers, 24 in. di- 
| ameter, 24 in. length, $14.60 each; 
| 24 in. diameter, 32 in. length, $16.50 


Steel Rakes 


weight, black finish, ash 
12 teeth, 46c. each; with 14 
teeth, 504c. each; with 16 teeth, 
54l44c. each. 

Medium bronze finish, straight 
teeth, 5 ft. ash handle, 12 teeth, 77c. 
14 teeth, polished, 8344c. each; 
| 16 teeth, 873%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.10 each; with 14 teeth, 
| $1.01% each. 

Rakes packed 6 in a bundle. 


TIRES AND TUBES.—Demand begin- 
ning to improve. Prices are as shown 
| with local stocks in good condition. An 
| increased sale is predicted for June. 


JOBBERS'’ OT Ae bk RE- 
TAILERS, F.O.B. NEW YOR 


Mansfield tires, 4 ply Rance type, 


Solid 


| each. 


Light 
handle, 


29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55: 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10. 65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, 1.90; 28 x 5.25, 


$11.10; tubes, $1.85; 30 x 5.25, $11.90: 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 

Same, 6 ply. 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35: 
30 x 6.00, $16.15; tubes, $2.25: 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each 

Prices in all instances are each. 


Chart 
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Hoeft of the Nail 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be. 


“Some of them 











“Gus, dear,’ said the bootlegger’s 


bride, “I wish you wouldn't spill any | 


more of your goods around the barn.” 


“What’s the matter, babe?” inquired | 


her fond husband. ‘Was they any cops 
snoopin’ around ?” 

“No, but the cat was. 
killed two of the neighbors’ 
dogs.” 


And it nearly 
police 





Mose: “Whar you goin’, Rastus ?” 

Rastus: “Ah’s lookin’ for work.” 

Mose: “Clar to goodness, ah’s glad to 
heah Mandy’s up and aroun’ again.” 





“No, Herbert, I am sorry; but I am 
sure we could not be happy together. 
You know I always want my own way 
in everything.” ; 

“But, my dear girl, you could go on 
wanting it after we were married.” 





The railway coach was crowded as a 
smart young man, in a facetious mood, 


opened the door and remarked, “Ts this | 


Noah’s Ark full?” 
“Yes,” came the reply from the man 


in the corner, “all here except the 


donkey—come in.” 





“Your sister is spoiled, isn’t she?” 
“No, it is just the perfume she uses. 


” 





The young judge had a bootlegger 
before him. It was his first case and 
he was undecided as to what to do with 
the offender. Excusing himself for a 
moment he stepped into the corridor and 
met an old-time jurist. 

“Oh, Judge,” he-said, “I’ve a bootleg- 
ger before me and I don’t know what to 
give him.” 

“Well,” replied the old-timer, “don’t 
give him more than four dollars a pint 
—that’s all I ever give.” 





He: I’ll never marry until I find a 
girl who is my direct opposite. 

She: You shouldn’t have much 
trouble. I know a number of very 
clever young women. 


WAS SOLOMON WISE? 
| Liza and Fannie were discussing 
| their Sunday night dates. 
| “Yes, mam, I done had me a neckin’ 

party last night!” 

“Neckin’ party? Law, chile, don’t 
you know them is out of style? They 
had them four thousand years ago.” 

“How you done know they had them 
four thousand years ago?” 

“’Cause my mammy done told me 
| that the Bible says that King Solomon 
| took the Queen of Sheba into the ban- 
| quet hall and he fed her wine and 
| nectar !” 





“Gus,” said Bill, as he caught up with 
| him on the way back to Camp, “are all 
| the rest of the boys out of the woods 
| yet?” 
| “Yes,” said Gus. 
“All six of them?” 
“Yes, all six of them.” 
“And they’re all safe?” 
“Yep,” answered Gus, 
| safe.” 

“Then,” said Bill, his chest swelling. 
“T’ve shot a deer.” 


“they’re all 





A HOT ONE 
Caustic Critic—Gee but you have a 
| lot of bum jokes in this issue. 
Editor—Oh, I don’t know. I put a 
bunch of them in the stove and the 
fire just roared. 





ject, “How the Worm Conducts Its 
Courtship.” Any married woman, how- 
ever, could talk at length on a subject 
like that. 





“Are you married?” 
“No, suh, I makes my own living. 


kicked me.” 





She: “I wonder if you remember me? 
Years ago you asked me to marry you.” 





and did you?” 


A lecturer recently chose as his sub- | 





“Gentlemen,” said the surgeon as he 
entered the lobby of the Good Egg Club, 
“in the room next door lies a man 
hovering between life and death. Is 
there a gentleman here who will volun- 
teer to give me a quart, just one quart 
of—” 

“That’s enough, doc. 
cried out an athletic youth. 

“But it must be good, you know. It 
must be pure. I shall have to make a 
careful examination.” 

They entered an adjoining anteroom 
and the sturdy man started to remove 
his coat. 

“Here, here—what’s the idea?” de- 
manded the doctor. 

“Don’t you want to examine me?” 

“Certainly not. Just let me see the 


tf” 


I'll do 


| whiskey.” 


| 


| 
| 
| 


| 
| 


“Whiskey? Well, of all the nerve! 
Think I’d give up a quart of good 
whiskey for a guy I never saw in my 
life? I thought you wanted blood.” 





Frank—What did you do with the 
blonde you had out last night ? 

Ernie—Oh, I gave her the air. She 
turned out to be one of these Iowa girls. 


Frank—What do you mean, Iowa 
girls? 
Ernie—Oh, you know, I owe a 


month’s rent, etc., etc. 





Mandy—“You-all reminds me of one 
of them flying machines.” 

Rastus—“How cum, woman, how 
cum? Cause I is such a high flyer?” 

Mandy—‘“No, sah, cullud man; it’s 
jest ’cause you ain’t no use on earth.” 





The Constitution, folks, says we have 


| a right to bear arms, but, gosh, just 


That place in my haid is whar a mule | 


: 


Absent-minded Professor: “Ah, yes;| lifelike you'll jump every time you see 


look what the girls are doing, and warm 
weather has hardly started. 





Henry: “Do you think you can make 
a good portrait of my wife?” 
Artist: “My friend, I can make it so 


ie 











| 





is offered 


exclusively 
to 










Only the hardware trade can take advantage 
of the steadily increasing demand for the 
wonderful Cheney NAILER. No chain store 
can carry it. 

Now is the time to complete your hammer 


stock with the popular NAILERS. The 
Cheney NAILER is a man’s hammer—a good 
tool, well balanced and well made in every 
way, with the added advantage of a marvelous 
nail-holding feature at no extra cost. It is no 
wonder that men want a Cheney NAILER 
regardless of the number of ordinary hammers 
they already own. | 
Display these handy hammers with a nail in 
the niche ready to be set. Every man wants 
one of these handy hammers when he sees 
what it will do. Your own jobber can supply 
you with Cheney NAILERS. 


wT ae 












Every Cheney Curved Claw 
Hammer of 16 oz. and over 
is equipped with the nail- 
holder and is called a Cheney 
N R. This hand 


w 
into place one- 
n its not con- 
veniently reached with both 
hands. The weight th 
hammer releases the nail. 
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The Serpent’s Tongue 
(Continued from page 43) 


dealer, the salesman of another jobber, his name being 
given, and even the date of the invoice on the goods 
which were bought at the cut price. 

When this information had all been gathered at quite 
an expense of time and trouble, it was forwarded to the 
manufacturer. The manufacturer in turn took up the 
matter with this other jobber. This jobber in turn wrote 
his salesman. A number of letters were exchanged be- 
tween the manufacturer and the jobber and between the 


| jobber and his salesman. 


The fact was finally developed that this other jobber 
(the one complained of) had never sold any of these 
goods to this retailer out of his regular stock, except a 
few more or less damaged samples. These samples were 
sold by the salesman at a discount. The entire amount 
of the transaction was $12.00. Based on this purchase, 
this very smart retail dealer had attempted to buy the 
entire line at a concession. He had caused all this time, 
trouble and correspondence. Technically, of course, he 
told the truth. He had bought these goods at lower 
than the suggested resale price, but as a matter of fact 
morally he was a liar, and by lying had attempted to 
squeeze a concession out of some salesman or some 


je »bber. 
* 


This sort of thing is going on all the time, and unfor- 
tunately many weak-kneed salesmen swallow the hook, 
the line and the cork, and would take the pole if they 
could. The number of reports of cut prices, which when 
run down turn out to be “windys,” consume an enormous 
amount of time. Not only this but these reports of cut 


| prices demoralize salesmen and frequently demoralize 


sales managers. Buying of this kind is not only un- 
ethical but it constantly has a tendency to disturb mar- 
kets, destroy confidence and bring about general demoral- 
ization. 

I happen to know of one case where a large retail 
concern bought the same line of goods from three dif- 
ferent jobbers. They had no compunction whatever 
after placing the order with one jobber to cancel it after 
they had wormed a lower price out of some other jobber. 

One phase of this situation is that when these sales- 
men, these jobbers and this manufacturer corresponded 
about this price cutting they were laying themselves 
open to prosecution under the Sherman Act. 


* * * 


In all lines of business the amount of gossip (a large 
part of it purely fictitious) that is poured out to the 
trade is something astonishing. Almost every sales 
manager in the country devotes a good part of his time 
writing letters correcting these false rumors that are 
set on foot. Of course, someone must start these 
stories. The stories cannot start themselves. 

I often wonder just what a salesman, for instance, 
thinks of himself when he sits down with a buyer and 
starts telling some wild rumors, for which there is not 
the slightest foundation. Where does this salesman think 
he will get off? Doesn’t he know if the buyer checks 
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him up he will find the story is pure fiction? 
this impress the buyer? Still the gossip-mongers go on 
working their imaginations and telling their stories, 
not only to buyers and sellers but also in stores, in job- 
bing houses, in factories, in fact, wherever people meet. 
The amount of harm done by this idle gossip, even when 
it is not malicious, can hardly be calculated. 

Then, of course, there is the other kind of gossip— 
malicious gossip set on foot to injure someone. From 
time to time in business we find well systematized propa- 
ganda put out by certain concerns, with a direct objec- 
tive. They wish to destroy confidence in a certain man- 
agement. They wish to stir up a smoke-screen and 
conceal themselves by accusing others of wrong prac- 
tices. All this sort of thing is under way all the time. 

The object of my writing about these things is to 
warn buyers and salesmen against these stories that are 
being spread. Check up on these stories every day. Do 
not be gullible. Do not swallow them whole. 


I have just talked to the head of a very large institu- 
tion, with many branch houses, employing hundreds of 
salesmen. This gentleman tells me that in their line of 
business a large part of their time is devoted just to 
clearing up and correcting gossip and propaganda that 
is started either by persons with wild imaginations, with 
no other purpose than to be interesting in their con- 
versation, or that it is put out deliberately as propaganda 
to influence the minds of the trade. 

The power of propaganda was not fully realized until 
the World War. It was then used by the various coun- 
tries on a national scale. . Expert propaganda men were 
employed to influence public opinion by publicity. 
effect of this publicity was so astounding that many men 
for the first time realized the great power of propa- 


ganda, and how it can be used either for good or for 
evil. ¢ 


i 


* _*« * 


It is a very common thing for banks in the East in 
buying commercial paper to write to Western concerns, 
for information about the standing and credit 
of concerns, often their competitors. I know of a case 
where a jobber who received a letter of this kind from 
a bank, kept it in the drawer of his desk. When a cus- 
tomer, who bought from this concern, would call, this 
jobber would twist the subject of conversation around 
until it would rest on the credit of this competitor. Then 
in a very casual way he would say, “I wonder how they 
are doing? I think they must be all right. I have al- 
ways thought that this house had excellent financial 
standing, but here is a letter I have just received from a 
New York bank asking about their credit.”” He would 
then show this letter to the customer. Naturally, this 
small retail dealer would not know that it is a very com- 
mon thing to ask for information about the standing of 
various companies, and naturally the very effect that this 
jobber wished was created. A seed of doubt in regard 
to the financial standing of this other jobber was placed 


asking 


in the mind of the customer, and this in the face of the | 


How will | 


The | 
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STONE CUTTERS 
DRAFTSMEN 
COLORED CHECKING 
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POLYCHROMOS PENCILS 
IN 64 COLORS 


Unsurpassed For Purity, Smoothness, 
| Durability and Grading 
Dealers Should Never Be Without Them 


A.W. FABER 


WAY NEWARK, NEWJERSEY. Vay 


A.W. FABER 

RUBBER ERASERS 

For Pencil, Ink orTypewrit- 

ing Erasures-School or Com- 
mercial Uses Special Numbers 
Adapted To Every Type of Work. 
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Naming buildings in 
which one or more 
articles of Rixson 
Hardware are used 
throughout, it 
seems Rixson is 
everywhere. Look- 
ing from a tower 
window in  prac- 
tically any big city 
we could point out, 
“That one, that. 
that and that’— 
and soonin rather 
an impressive way. 


Yet Rixson Hard- 
ware:is not liter- 
ally everywhere. 
You simply find the 
well-known trade- 
mark oftener than 
most, and where 
you find it you dis- 
cover one installa- 
tion has begotten 
companion instal- 
lations all ‘round 
it. This is why 
in many architects’ 
minds the phrase 
“of course” seems 
to belong with the 
specification of 
Rixson Hardware. 
“In this bvilding 
we'll use Rixson 
Floor Checks,—of 


course.” 


Many Rixson prod- 
ucts are as im- 
portant in the 
home as in_ the 
office building or 
factory, and as 
widely used for 
residences. Send 
fora list of installa- 
tions in which rev- 
resentative build- 
ings of your terri- 
tory will be found. 


Write for detailed in 

formation or see 

Sweet’s Architectural 
Catalog. 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue 
New York Office: 101 Park Ave., N. Y. C. 


Philadelphia 
= 





Atlanta 


New Orleans 


Chicago, IIl. 


Los Angeles Winnipeg 








re 

















_ Builders’ Hardware 





fact that the jobber knew that his competitor was abso- 

| lutely sound financially. 

* * * 

Salesmen traveling from place to place and coming in 
| contact with hundreds of people every month can be 
either good or bad carriers of gossip. Pleasant, agree- 
able small talk, of course, is a necessary thing. A sales- 
man must, first of all, make himself interesting, but 
every salesman should be especially careful of the char- 
acter of his small talk. Is it constructive or destructive ? 
Is it good-natured or is it full of venom? Will it do 
good or will it do evil? Will it bring happiness or will 
it cause unhappiness ? 

It would not be a bad idea for a good many salesmen 
who travel throughout this country to check up on them- 
selves on their daily talk and figure out by its results 
whether they are spreading poison over their territories 
or whether they are making the people upon whom they 
call better and happier for their visits. 

Some salesmen remind me of the poem written by 
the poet laureate of England. The subject is supposed 
to have been a prominent Englishwoman. Her husband 
was a man of ability and a great diplomat. It is gen- 
erally supposed that her gossipy, sharp tongue destroyed 
his career and led to his dying a broken-hearted man. 
This poem starts : 
| “She was not old, she was not young, 

This woman with a serpent’s tongue.” 





| * 4 * 


Just as I finished dictating the above article, Mr. 
D. A. Utiger, a former hardware man of St. Louis, who 
had just landed after a trip around the world on the 
Resolute, dropped in to see me. He gave me a most in- 
teresting account of this trip around the world. 

“Tell me,” I said, “what was the most beautiful thing 
that you saw on this journey?” ‘There were two 
things,” he said “that were lovely. One of them was 
the Japanese temples at Nikko. These temples were 
built several hundred years ago and are surrounded by 
trees. They are built of red and black lacquer.” He 
stated the contrast of the red and black of the buildings 
and the green of the trees was very beautiful and ef- 
fective. 

“What was the other most beautiful place that you 
“The Taj Mahal,” he said. “This is in Agra, 
It is a tomb built by the Emperor Shah Jehan in 
No doubt the most beau- 


saw ?” 
India. 
memory of his beautiful wife. 
tiful monument in the world.” 

Then Mr. Utiger reached into his coat pocket and 
took out a package wrapped in tissue paper. “I brought 
you a little present from Nikko,” he said. It was a 
paper weight for a desk, made of bronze. There were 
three monkeys sitting side by side. One had its fore- 
paws over its mouth, the next had its paws over its 
eyes and the third monkey had its paws over its ears. 
“These monkeys,” said Mr. Utiger, “were in the dec- 
orations of all the temples at Nikko.” Reproductions in 


bronze, plaster and wood are kept in almost every 
Japanese home. Of course, you know what they mean— 
“Speak no evil, see no evil, hear no evil.” 

Rather a coincidence, I think, for Mr., Utiger to hand 








me this present just as I finished dictating the above 
article. 
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How New Fencing Methods 
Increase Dealers’ Volume 


(Continued from page 55) 


the next few years, some this year, some next year, until 
in a few years almost every farmer will be farming the 
modern way. 


What Does This Mean to the Dealer—a Rapidly 
Growing Volume of Fence Sales 


More and more students are graduating from the 
agricultural schools every year, and they are all sold on 
fencing for profit. 

Let us estimate the possibilities. Statistics show that 
there are about 6,500,000 farms in the United States. 
The average size of these farms is about 150 acres of 
which 80 acres is improved. 

Although fencing is influenced by territorial condi- 
tions, the average requirements for diversified farming 
on an 80 acre farm is about 200 rods of barbed wire 
and 560 rods of woven wire fence. 

If all these farms were fenced as they should be, it 
would require 3,640,000,000 rods of fence. 


O;: course the facts are that not a quarter of these 
farms are properly fenced, but they are likely to be in 
the next ten years. This would mean a market for 
2,730,000,000 rods of woven wire fence in the next ten 
years for original fencing, or 273,000,000 rods a year. 
This is over two and a half times the total fence sales 
in 1928. ; 

But that is not all. 

In addition to sales of 273,000,000 rods a year to 
bring fencing requirements up to normal, let us figure 
on the number of rods required annually to maintain 
fencing up to standards. To do this we must figure 
the average life of fencing. 

It is true that good galvanized fence will last twenty 
or thirty years, but when we average the life of ordinary 
fence and fence that must endure hard climatic condi- 
tions, it is safe to estimate the average life of fence in 
the United States as ten years. 


‘ius means that after the 6,500,000 farms in the 
United States were fenced with 3,640,000,000 rods of 
fence, it would require 364,000,000 rods each year to 
maintain them. 

Add this 364,000,000 rods to 273,000,000 rods, the 
annual requirements for fencing in the next years, and 
the annual market for the next ten years is 637,000,000 
rods annually, or about six times as much fence as was 
sold in 1928. 

In other words, the sales possibilities for each dealer 
is about six times what it was in 1928. 

You may not increase your sales that much next year, 
or the next, but if you sell the need of fencing as it 
should be sold, and thus get your share, your fence 
sales and profits in the next few years will make your 
best previous sales and profit look like chicken feed. 








‘You Never Saw a Rusty 


SHERMAN 
Hose Clamp 


For more than 30 years Sher- 
man Hose Clamps have proved 
the most practical device ever 
invented to unite garden hose 
and couplings in a stay-together 
Being 





Sherman Wrought Brass 


Hose Clamp (Patented) 


manner. 


Made of Wrought Brass 


pliable with heavy shoulders these strong 
hose-conforming clamps can be drawn 
very tightly and the stiff ears cannot pull 
together when the clamps are tightened 
with a screw driver—the only tool needed. 


As they are of All Wrought Brass con- 
struction they can never rust—will out- 
last any hose, and are the only clamps 
that can be opened up, removed and used 
again, time after time. They sell and 


satisfy. 


Wrought 


Sherman zs Coupling 


This well known coupling has 
been adopted by the leading 
manufacturers of Factory 
Coupled Garden Hose as stand- 
ard equipment for their product. 


These manufacturers do not want 
their hose to -be condemned be- 
cause of coupling trouble. They 
know that the Sherman Wrought 
Brass Hose Coupling cannot 
rust, crush or pull apart and is 
absolutely leakproof. You can 
safely tell your customers that 
when used with the Sherman 
Clamp it becomes a part of the hose—not a 
mere connector. 





Sherman Wrought 
Brass Hose Coup- 
ling (Patented) 


Sold Through Jobbers 
H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 
ee 
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When a Tap 
or Die carries 
the name Morse 
stamped on it, its 
quality is estab- 
lished beyond doubt. 


There is no let-down in 
quality in any kind of a 
Morse Tool. 


The unvaryin3, quality of all 
Morse tools is a ood reason for 
stocking, and pushing the whole 
Morse line —thereby simplifying 
your accounting and purchasing oper- 
ations considerably. 


The Morse line includes 


DRILLS REAMERS 
CUTTERS TAPS AND DIES 
SCREW PLATES ARBORS 
CHUCKS COUNTERBORES 
MANDRELS TAPER PINS 
SOCKETS SLEEVES 


MOR SE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 

















The New Emphasis in 


Distribution 
By A. M. MICHENER 


Service Department, National Bank of Commerce, New York, 
In Commerce Monthly 


Be } NHE coming of the chain store has done more per- 


haps than any other single occurrence to quicken 

the consciousness and stimulate the enterprise of 
distributive agencies of all kinds, but behind this 
phenomenon lie causes reaching far deeper into the 
economic fabric. Chain merchandising is but one mani- 
festation of their effect, and still others loom upon the 
horizon. Distribution is a matter of processes as much 
as a matter of agencies. Realization of this fact is 


| directing attention toward the problems common to all 
| agencies, upon which rests the competition among them 


to perform their various functions. It is emphasizing 
the fact that not until these processes have been sub- 
jected to the kind of scientific analysis and control 
which has contributed so largely to modern industrial 
efficiency can there be intelligent competition among dis- 
tributors and an effectively geared and responsive dis- 
tributive link between producer and consumer. This lag 


| in adjustment to industrial progress is the ferment 
| behind much of the present disturbance in the distribu- 


tive field. 


| market. 


Although the producer has developed methods of 
urging his goods upon the consumer, until means are 
provided whereby the consumer can indicate in return 
their value to him on the basis of their real economic 
cost, the final information is lacking for a nice coordina- 
tion between production and demand. So greatly has 
potential output been increased by the application of 
machinery to manufacture that the limits of operation 
are now set rather by the number of customers who can 
be found to buy than by any difficulty in securing men 
and machines to make the goods. This situation has 
gradually transformed a sellers’ market into a buyers’ 
The impact of the industrial revolution has 


| passed from the field of production to that of distribu- 





tion, and the problems of marketing the output of mass 
production have come to overshadow those of produc- 
tion itself. 

Economies growing out of large-scale manufacturing 
and scientific control, which if passed on to the con- 
sumer might be expected to broaden demand, are too 
frequently offset by rising costs of forcing the added 
quantity into consumers’ hands. Pressure for sales has 
well-nigh overwhelmed traditional channels of distribu- 
tion. Faced with the need of a wider market, manu- 
facturers have striven to approach as closely as possible 
to consumers through advertising and packaging, there- 
by altering the services required from distributive 
agencies. Meanwhile, chain merchandising has developed 
as a departure in method among distributive agencies 
themselves. 

The recent phenomenal spread of chain stores was 

















HARDWARE AGE for JUNE 6, 


1929 93 





‘undoubtedly greatly facilitated by these policies of manu- 
facturers. Chain executives were quick to recognize the 
possibilities of the new merchandising requirements. In 
fact, it was only after the development of manufacturer 
advertising and the extensive corollary practice of pack- 
aging in retail units at the factory had laid the basis 
for quick turnover on a narrow margin that chain stores 
made great inroads among merchandising agencies. 

While independent retailers, and the wholesalers who 
serve them, have thus been subjected to the double strain 
of new adjustments in their relations with manufac- 
turers and growing competition from the chains in their 
own field, the very necessity of coping with these fac- 
tors is bringing them to realize that, if they will but 
study how, they too can enjoy many of the same 
economies which have served the chains so well in re- 
ducing operating margins. In other words, the prob- 
lems involved are essentially those of methods in retail 
merchandising rather than of agencies. The question 
as to whether the independent or the chain can perform 
more economically the services required in any particu- 
lar case can be answered definitively only after a more 
thorough study and analysis of the underlying problems 
than has yet been addressed to them. 

The basic services of physical distribution—transporta- 
tion, warehousing, sorting and unsorting, delivery in 
requisite quantities at the right time and place—must 
all be performed regardless of whose is the immediate 
responsibility. The fact that a central chain organization 
provides its own warehouses and takes care of its own 
deliveries to the retail units does not eliminate a middle- 
man’s services even though it eliminates the middleman 
as an independent agency. Legitimate charges for these 
services must be borne by each commodity just the same. 


Cost oF MERCHANDISING SERVICES 


Merchandising activities must be adjusted to the needs 
of the market, whoever directs them. High-power sell- 
ing outside of a logical market, whether by manufac- 
turer, wholesaler or retailer, independent or chain, is an 
expense for which a measure of value must be de- 
termined. If the economic cost is too high by reason 
of cross hauls and duplication of selling effort and 
service, sooner or later the practice will not only become 
an unsupportable burden upon the distributive process as 
a whole but it will cease to be profitable to the individual 
concerns indulging in it. 

Close scrutiny of customers, goods and services and 
the elimination of useless operations are necessary in all 
stages of distribution and especially in the retail stage— 
which so far has profited least by utilization of scientific 
methods—if each enterprise is to be kept to its economic 
scope. -While some agencies may prove to be better 
fitted for certain services and certain conditions than 
others, the mere shifting of functions from one to 
another will neither make unnecessary the performance 





of the functions nor of itself insure their being carried 
on more efficiently. Any real reduction in the cost of 

distribution, any real improvement in its efficiency, must | 
be based upon analysis of the functions themselves and | 
a more effective integration and execution of them, a | 
process to which the various agencies must be parties | 
but of which no one of them can secure a monopoly. | 





DIETZ NO.2 BLIZZARD 


THE VETERAN HIGH GLOBE 
COLD BLAST LANTERN 


Urata y Ppaler 


O retail stock of lanterns is 

complete without Dietz No. 2 
Blizzard. This for the reason that 
many lantern users prefer high 
globe kerosene lanterns of gener- 
ous proportions. They also want 
unexcelled lighting power and de- 
pendability. . 


Dietz No. 2 Blizzard Lantern, with 
regular or extra large oil fount, 
meets these requirements exactly. 
Blizzards are the biggest sellers 
among cold blast lanterns of their 
type. 

Keep up your stock of Dietz “Bliz- 
zards”’! 














R. E. DIETZ COMPANY 


NEW YORK 
Largest Makers of Lanterns in the World— 
founded 1840. Output Distributed Through 
the Jobbing Trade Only. 


iar 4 
LANTERNS 4 
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Made 
by 
PIKE 
The 
BIG 
Backed by SELLER 
100 years of 
experience 


The “HANDY ANDY” Grinder 


About three years ago this grinder was 
placed on the market to meet the de- 
mand of mechanics in small shops who 
were without the use of power and 
therefore needed a dependable hand tool 
grinder. 


Its splendid construction, cool and fast 
cutting PIKE Vitrified Grinding Wheel, 
accurate machine-cut helical gears, and 
genuine auto body enamel finish soon 
made it the biggest seller in the low 
priced class. 


And the smaller size (it’s made in 4 
sizes) became wonderfully popular in 
the home. 


We recommend it to every dealer who 
seeks quality at a price heretofore found 
in the higher priced tool grinders only. 


If your jobber cannot supply—write 


to us. 


Pike Manufacturing Co. 
Pike, New Hampshire, U. S. A. 


Manufacturers of sharpening stones 
and specialties for over 100 years 














Clauss. Cabinets that 


Are Sales Makers 





This attractive oak finished cabinet is but 
one of several types furnished free with a 
minimum assortment of Clauss Gold Medal 
Cutlery. Thousands of dealers have found 
that Clauss cabinets sell the product they 
contain because it is attractively displayed. 
They also reduce required stock, eliminate 
mistakes and, all in all, are the dealer’s as- 
surance of bigger profits. 

Counter display sizes for mani- 

cure implements up to big 

Butcher Knife and Shear sizes 


are included in the complete line 
of Clauss display cabinets. 


Let Clauss Save You 
Money on Display Tables 


Of course you will want one or more of the 
new standard Cutlery Display Tables, completely 
equipped with Clauss Gold Medal Cutlery; 
especially when you can buy it at a price that 
affords you a “double-your-money” profit. 
Write at once for prices! Don’t lose a single 
day! 


The Clauss Shear Co. 


Fremont, Ohio 
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CUTLERY 








MERCHANDISING IDEAS 


NEW ITEMS 








Arthur C. Morton Opens 
Morton Cutlery Hospital 


Arthur C. Morton, veteran cutler and 
merchandising adviser, whose articles rela- 
tive to selling cutlery in a hardware store 
have appeared in HArpware AGE, has re- 
cently opened the Morton Cutlery Hos- 
pital at 21 Bromfield St., Boston, Mass. 

He is specializing in grinding, sharpen- 
ing and repairing of all kinds of cutlery. 





The Suntorbach Co. Moves 
New York Sales Office 


The Suntorbach Co., Adrian, Mich., has 
moved its New York, N. Y., office and 
salesroom from 116 W. 39th St., to 246 
Fifth Ave. 

This organization manufactures the Sun- 
torbach line of razor -strops. 








A New Durable Scraper 


George Walter Davis of 258 Broadway, 
New York, N. Y., is distributing to the 
trade a practical tool for many uses. It 
consists of a handle with a sturdy holder 
for a blade. With the blade locked into 
position, the product can be used for re- 


moving paint, varnish, lacquer, etc., from 
glass, tile or metal. 

All metal parts are nickel plated, and 
one blade is furnished with each tool. 
The handle will not cramp the hand, and 
the blade has a reinforced safety edge. 




















Warren’s Modern Cutlery Display Cases 


The J. D. Warren Mfg. Co., 208 West 
Washington Street, Chicago, IIl., has, 
with the advent of their new “Sho-Well” 
line, lately introduced several new types 
of modern cutlery cases. 

One of the most popular of the new type 
cases is the No. 1900-B, which is illus- 
trated. It has a sliding plate glass top 
and a double strength glass front, back 
and ends. The case is equipped with eight 
No. :790 felt lined cutlery trays. The 
front of the case illustrated is for the 
display of merchandise and is provided 
with two sliding glass doors; the rear 
is open, with shelves for reserve stock. 


Three distinct types of base units and 
three styles of top units are available, 
making a suitable combination readily pos- 
sible to fill any special or individual re- 
quirement. The exterior is made of 
Southern white oak and finished in medium 
tavern oak finish, This Warren “Sho- 
Well” cutlery case can be furnished with 
reflectors installed and wired complete for 
electric lights. 

Warren cutlery cases are of the latest 
approved designs and of standard size. 
Catalogs illustrating the complete line of 
Warren “Sho-Well” fixtures with price 





lists are now available upon request. 











A New Knife and Fork Set 


There has recently been placed on the 
market by American Stainless Knife Co., 
1445 W. Austin Ave., Chicago, Ill, a 
new line of knives and 
forks finished in seven assorted colors. 


stainless steel 








Marboloid is used for the handles on 
It is understood to be non- 
The col- 
ors are deep and are in mottled effects. 
The blades are made of the highest grade 
stainless steel with a non-corrosive bolster. 

Each set is packed in a lined box of 


these items. 
breakable and non-combustible. 


futuristic design. 

American Stainless Knife Co. has re- 
cently taken over the American Cutlery 
Co. and is operating in the new plant at 
the above address. L. H. Powell is the 
president. 








96 HARDWARE AGE for JuNE 6, 1929 














~ atrae 


py ree 
PU oe. A 
gnart PIKE Stop K 
svc Ee 





Display boards, elevated display racks in the rear of the window and eye-catching display cards contributed 
to the effectiveness of this window, shown recently by Ludlow & Squier of Newark, N. J. 


How To Sell Sharpening Stones 


By H. R. CONNER 


New York Manager, Pike Mfg. Co., Pike, N. H 


N order to sell anything it is vitally necessary that you 
I have knowledge of the product you are talking about 

with the prospective customer. He is often sold on the 
story of the goods he is interested in at that moment, 
and the successful clerk is the one who knows what he 
is talking about at all times. The following facts are 
interesting and useful in the sale of the correct sharpen- 
ing stones. 

In Egypt a few years ago a party of excavators for 
the British Museum unearthed a cabinet makers tool 
basket. Its date as they determined later was about 
1450 B. C. This ancient tool kit contained such modern 
things as chisels with wooden handles, a saw; a drill- 
how and spindle, a rasp, a plumet and an oilstone as 
well as a horn in which to carry oil for it. Advanced 


as were these implements of 3400 years ago, the art of 
making tools and tool metals has steadily improved 
ever since this in the case of all implements save- one, 
the mechanic’s sharpening stone. It is hardly mage than 
a dozen years ago that science offered even the slight- 


est assistance to nature in the matter of sharpening hand 
tools. And even yet, when it comes to some kinds of 
sharpening, nothing that science has done can approach 
the work of some of the old time natural oilstones. © 

An understanding of just how the various stones affect 
the steel, and the peculiarities of the stones themselves 
are necessary knowledge of all clerks in order to sell 
sharpening stones. Such an understanding is the only 
guide to aid in the selection of the proper stone, a matter 
as fully as important as knowing how to use one. Con- 
sidered from a standpoint of genuine utility, a good 
sharpening stone is real economy, for with proper care 
it is a source of pride and satisfaction to the owner long 
after the mediocre article has been cast aside. 


What Sharpening Means 


It is not merely the friction between the stone and 
the steel that brings the latter down to an edge. Sharpen- 
ing means cutting. Every sharpening stone is a mass 

(Continued on page 100) 
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Bic (GILLETTE VACATION SPECIAL 
May 25 to June 29 


Gillette Blades given all Retailers for installing 
This Big Sales Producing Window Display 


EFFECTIVE ONLY IN UNITED STATES 


This Offer 
Means to .You 


1 2 


Extra Profits Extra Merchandise 
By increased sales of In exchange for your 
Gillette Blades and window display space. 
other vacation supplies. 


1929 
Edition 


Brighter, Busier, more 
compelling than ever 





SEND FOR DISPLAY No. 52-HA 


Return Engagement by Popular Demand 


The Gillette Barrel Display 


Mr. Retailer: — Gillette wants to prove this new edition of the Famous Barrel 
Display will sell Barrels of Gillette Blades and other Vacation Needs to your cus- 
tomers, before they go away. 
Twenty thousand retailers who used our 1926 edition know its selling power. 
It was a display that more than paid its way. 
Order one of the Deals Below—lInstall the Barrel Display—Get Gillette 
Blades in exchange—Watch your sales Jump 








VACATION No. 1 | | VACATION No. 2 
SPECIAL Oo. | SPECIAL 0.4 
10 Cartons Gillette Blades | | 5 Cartons Gillette Blades 
To every retailer purchasing 10 cartons of Gillette {| | To every retailer purchasing 5 cartons of Gillette 
Blades we shall give ten packages of Gillette Blades | | Blades we shall give five packages of Gillette Blades 
(5’s) mounted on an attractive display card (total | (5’s) mounted on an attractive display card (total 
| list $5.00) if he agrees to install the new Gillette | list $2.50) if he agrees to install the new Gillette 
| Barrel Display in his window and to keep the sup- | Barrel Display in his window and to keep the sup- 
porting counter cards on his showcase for one week porting counter cards on his showcase for one week 





| between May 25 and June 29, 1929. between May 25 and June 29, 1929. 





Important! Order Through Your Jobber for Shipment from 


Gillette Safety Razor Company Boston, U. S. A. 
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Above is one of the recent window displays of cutlery shown by Perkins Hardware Co. 


Six Times Yearly Turnover of Cutlery 
Secured by Perkins Hardware Co. 


In a City of 14,000 the Perkins Hardware Co. Meets the 

Demand of Its Customers and the Competition from 

Other Dealers Through Careful Buying, Intelligent Pric- 
ing, Display and Newspaper Advertising 


IX times a year the Perkins Hardware Co. in 
Waukesha, Wis., secures a turnover of its small 
but well selected cutlery stock. 

Waukesha is a city of approximately 15,000. Its mer- 
chants are of an unusually progressive type and com- 
petition in the various trades is very keen. Profits are 
deservedly earned by these Wisconsin dealers. 


I N order to secure the six time turnover on the 
cutlery stock, the Perkins company exercises great care 
in buying. Prices are thoughtfully compared and resale 
prices set to assure a fair margin of profit. The com- 
pany puts emphasis on its buying of cutlery crediting 
a good portion of the departments’ success to the pur- 
chase price. 

Selling cutlery also receives the personal attention 
of the heads of the business. Window display and news- 





paper advertising have been found to be reliable sales 
stimulators. 


Tue window display reproduced herewith was ar- 
ranged by Roger Williams. As a background for the 
merchandise in the window, display boards, cork balls, 
dealer helps and special price cards were effectively 
used. Pocket cutlery, butcher and kitchen knives, carvers, 
scissors and shears, knife sharpeners and spatulas were 
among the items on display. 

An appealing balance was secured through the care- 
ful placing of display material and merchandise. A full 
size display cut-out of a woman, placed in the rear 
center of the window caught the roving eye and brought 
attention to bear on the showing. Perkins Hardware 
Co. reports this display materially increased cutlery 
sales on all merchandise, especially on that which was 
displayed. 
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THE SHEFFIELD “MITCHELL” BLADE 


For More Sales and Bigger Profits 








MADE BY 





SHEFFIELD’S PIONEER 
SAFETY RAZOR BLADE 
MANUFACTURER 









GUARANTEED 








GIVES MORE SHAVES 
PER BLADE THAN 
ANY OTHER BLADE 
ON THE MARKET 











HEFFIELD ENGLAN 








Made in our specialized factory from finest quality SHEFFIELD CRUCIBLE RAZOR BLADI 
and finely tempered to hold its marvelous edge. 

With their reputation for easy shaving and sound lasting qualities, 
and sold with every confidence. 

Stock obtainable from all leading wholesalers. 


Manufactured by R. S. Mitchell, Ltd. 


“Mitchell” 


Blades may be stocked 


UNITY WORKS—SHEFFIELD, ENGLAND 


\ STEEL, 





10 WEST 37 STREET 


Sole U. S. A. Representative-KRANISH BROTHERS, Inc. NEW YORK, N. Y. 














EDLUND 





Larger styles 














Quality Can Openers 
Universally Approved 


THE EDLUND JUNIOR, 
shown above, is a household 
size of unqualified excel- 
lence. A precision product, 
it is attractively made to 
meet the present demand 
for colors. 


Complete line includes a 
type for every condition of 
service. 


Write to Dept. H for prices 
and samples. 


’ EDLUND 


CO., BURLINGTON, VT.__| 











No. 32 Dexter Cimeter Steak Knife, rosewood handle. 


Sharp! they last! 


One reason why hardware 
dealers invariably satisfy knife 
users by selling Dexter tools, is 
that the Dexter knife is sharp, 
ready to go to work at once. 
No delay or expense in a first 
trip to the grinder. And that 
saving continues throughout the 


life of the knife, for Dexter 
edges are long-lasting. Below 
is a Dexter Cimeter Steak Knife, 
of the same model as shown 
above, after four years of daily 
service. It took 100 grindings! 
What better evidence of Dexter 
merit! 


Harrington Cutlery Co. 


Southbridge, Mass. 





s Serv ce’ : 














and Hawk Bill. Sizes < 


up! 





QU. ALITY runs true to form thru i ‘ 
Prices, Catalog, etc., on request 
ROBT. MURPHY’S SONS CO. 
AYER, MASS. 


Also Makers of 
Sloyd, Oyster, Rubber, Roofing, Pruning Knives, etc. 


R. MURPHY’S SHOE KNIVES 


Standard of Excellence since 1850 





A GOOD LINE AND A COMPLETE ONE 


Every whim, every preference of expert shoe makers is met in the 
style of blades—Square (as shown), Narrow, Round, Spear, Paring 
” "3 ” ” 


. The R. MURPHY 
Stock up and keep your stock 








Grass Shears 





Seymour Smit- 





FAST SELLING GOODS FOR SPRING 


Fully Guaranteed Tools That Will Please Your Trade. 
Write for Catalog and Prices Today. 


Manufactured by 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 
Sales Representatives: John H. Graham & Co., 





Pruning Shears 


. 117 Grass Shear 


113 Chambers St., New York 
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How to Sell Sharpening Stones 


(Continued from page 96) 


of minute crystals, infinitely sharp little cutting points, 
each of which is harder than steel. The coarseness or 
fineness of these crystals, their hardness and their brittle- 
ness or toughness, these are the things which in various 
combinations mark the differences between the several 
kinds of sharpening stones, making one kind better 
for its own purposes than another. You would not 
think of giving a customer a scythestone if he asked 
for a razor hone. The scythestone and the razor hone 
are the two extremes. Between them lie the various 
stones used in shops as well as on the farm and in the 
home. 


How to Select 


The first thing of course to consider, is the purposes 
for which the stone is to be used, whether a fast cutting 
stone will be more useful to the customer than a slow 
cutting stone which gives the finer edge. This ques- 
tion answers itself as soon as you know, 

First—That the coarser grit a stone has, the faster 
it cuts, 

Second—That cutting edges are classed in three 
groups, coarse, medium and fine. 

This does not mean that a coarse edge is not a sharp 
one. The ideal edge for a carving knife for instance, 
is a coarse edge—best because such an edge will do its 
work perfectly. To take extra time to get a finer edge 


with a slower cutting stone would mean just that much 
time put in needlessly. Practically all of the tools in 
the coarse edge group are knives. One of the reasons 
that these do not require a fine edge is that knives are 
always used with a diagonal or saw like motion. This 
adds to the cutting efficiency and at the same time the 
slight coarseness of edge in turn adds to the saw like 
effect, again making cutting easier. These include 
canvas cutters, carpet, carving, bread, paring, kitchen, 
household and farm knives of all kinds, scythes and 
sickles, but not tools. Some of the above knives require 
a finer edge than others, but all can be given the best 
edge for their work on a coarse stone. 

Medium edged tools require more smoothness than 
a coarse edge affords, but yet do not need extreme fine- 
ness. Such are the tools used by most mechanics, more 
particularly the broad bevel edged tools like chisels, 
planes, draw knives and others used by carpenters and 
wood workers. The logical inference would be that to 
secure a medium edge one should use a medium grit 
stone. This is not entirely correct. The heavy sale of 
medium grit stones is due chiefly to the desire of the 
average buyer to secure both a fast cutting and fine 
enough edge from the one stone. Except for special 
uses, the more satisfactory sale would be a combination 
stone, the coarse side to be used for cutting away 

(Continued on page 102) 











MORE PROFITS 


with 









THE 
CHENEY 
GRINDER 


A rugged grinder which is well adapted 
for the hard usage which the farm and 
repair shops demand. Also useful for the 
smaller jobs because of its compact design. 


Model shown is Type 4-B 
Catalog and prices sent on request. 


S. CHENEY & SON 


MANLIUS, N. Y. 























or 
display ~ 


For purposes of dis- 
play we have available 
giant models of knives, 
scissors and razors. 


Arrangements can be 
made for the use of 
these beautiful display 
pieces by writing direct 
to us in New York. 


TWIN 





Reg. U. S. Pat. Off. 


J. A. HENCKELS 
TWIN WORKS 


SOLINCEN, CERMANY 





J. A. HENCKELS, Inc., 456-4th Ave., New York 
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—smile shave for Customers and 
smile Sale for Dealers who sell 


RADIUM BLADES 


Radium Blades give unqualified satisfaction to shavers, and every 
dealer finds these blades extremely easy to sell, and constant sales 
bring smiles. Send now for samples if you’ve never used a Radium 
Blade and let us show you more profits in blade sales. 


Made by the Radium Cutlers, OTTO ROTH, INC., Newark, N. J. 
Distributed by Wiebusch & Hilger, Ltd., 106 Lafayette St., New York City a 














THE “BIG PROFIT” nomoer 
Jobbers have multi- CHRADE OAF ETY 
plied their 1928 sales P "1S, vA B ut on Kn ife 


in scissors and shears 


tne of “IVORY. ” ey No Breakingof 
TONE” shears in its ; finger nails 


novel display cabi- 
net. Note retail offer. 





THE POPULAR 


5 © RY- lich] 
SELLER — ld 





This original and prac- 
tical cabinet grips each 


‘SMEARS. 
= Shear securely until re- 





leased by the purchaser. 
Cabinet Assortment No. 7340 Ships perfectly. No. 7340 


Assortment contains 1 dozen famous Oval brand “Ivory- 





* ” ” a | 
tone” lacquered (4 ea. pink, white, blue) shears, 6°, 7”, Push the button and the blade opens auto- ff 
8” sizes. matically. Safety slide locks the button with the blade 
pap” RETAILERS can place an original order for open or closed. DOUBLE-LOCKED—the only Safety 

ONE CABINET to be billed through their Knife that is actually Double Locked. It requires two 
Jobber. motions to unlock and open the knife—therefore safe, 


both conveniently done with one hand. 


SALES PHOTOS FREE TO JOBBERS sdabeil eri ASTINGLY SHARP neon 


THE co. anufactured exclusively by 
ACME SHEAR SCHRADE CUTLERY CO. | Walden, N. Y. 


een cgi Se 2 ee 
BRIDGEPORT, CONNECTICUT Send for Catalog E. Factories: Walden, N. ¥Y.—Middletown, N. Y. 











Stop in 


We will be glad to help you 


Ask for samples. 
Nail and Cuticle 











with your sales problems. Nippers 
EMIL GIERLING 
239 W. 39th St. 
Hardware Age, 32.%22"s SOLINGEN 
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SHARP PARING KNIVES STAINLESS 





No. 100 Never-Stain Paring Knife Assortment 
Stainless Steel Blades, Three Shapes, Securely Riveted 
Into Beautiful Handles in Red, Green, Blue and Yellow. 

Imprinted “Never-Stain” in Gold 


Packed One Dozen in Attractive Display 
Sold Through the Jobber 


The Ontario Knife Company 
Franklinville, N. Y. 




















Curiosity 


Creates Customers 


GOOD window display is the 

best cutlery salesman you can 

engage. No man can resist 
the glitter of a well-arranged knife 
assortment; it stops him every time. 
Once his interest is aroused it’s an 
easy step to a profitable sale; profit- 
able not only in the gain from that 
one sale, but in the building up of 
good-will for continued business. 


The merest novice of a window- 
trimmer can qualify with the best 
by taking advantage of the display 
ideas in Hardware Age. 

















| 
_ How to Sell Sharpening Stones 
(Continued from page 100) 


rapidly to an edge ready to finish, and then the edge 
finished on the finer side to any degree of fineness. 

The tools and instruments in this group are without 
exception used for highly specialized purposes. They 
never find a place in the home or on the farm. They are 
used in the professions, notably by the surgeon and 
the dentist, also by the scientist in preparing specimens 
for the microscope. They are also used by the metal 
engraver, furrier, leather workers, such as_ harness 
makers and shoemakers. Such edges when quite dull 
are usually brought down to comparative sharpness on 
a fine grit sharpening stone, but the finishing touches 
are always made on the Arkansas oilstone. 

Always tell the customer to sharpen against the edge, 
with two exceptions: 

First—When sharpening on leather as with a razor 
strop. 

Second—When the tool itself is held still while the 
whetstone or oilstone is moved to do the sharpening— 
as in sharpening a scythe or sickle, or in sharpening 
the inside of a gouge or other concave edge with an 
oilstone slip. The reason for sharpening against the 
edge is that this results in less wire edge. Broadly 
speaking, there are only two ways of sharpening tools 
or knives, either with a grindstone or by whetting the 
tool on some of the many styles of oilstones, hones or 
whetstones. 








Marble’s New Sport Knife 


Believing a demand existed for a sheath knife of a 
lighter weight and shorter blade than most standard 
types, the Marble Arms & Mfg. Co., Gladstone, Mich., 
placed before the trade its new No. 60 Sport Model. 

The knife has many of the features found in other 





Marble knives, but in compact form. The 4-in. blade 
is forged from high grade cutlery steel, polished and 
honed. The short 3%-in. leather handle is of the same 
construction as the handle on the company’s Ideal and 
Woodcraft knives. 

Sport Model No. 60 weighs only 4 oz. complete with 
sheath. It has not been designed to replace any stand- 
ard model of sheath knife, but rather to provide a 
light weight, serviceable knife for practical use. 


Sanctuary! 

For every troubled mind Abraham Lincoln left a 
sanctuary when he declared : 

“T do the best I know how. If in the end I am right 
—all that is said against me will not matter. If in the 
end I am wrong—forty angels swearing I meant well, 
will not help me.” 

Where can we find a safer refuge from the cares of 





each trying day? 
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The Allegro Blade Sharpener 


The Allegro, a safety razor blade sharpener which 
hones and strops, is now being distributed to the trade 
by Allegro Co., 170 Thomas St., Newark, N. J. This 
company is the sole United States sales agent. 





The Allegro sharpens any Gillete type of blade as well 
as other popular types. It has double action, that of 
stropping and honing. The blade is said to be sharpened 
at the angle of shaving, giving a keen and lasting edge. 

The Allegro is finished in nickel plate and packed 
in a crimson leatherette case. 





CUTLERY QUESTION BOX 
Starts Next Month 


TARTING with the July 4 issue, 

HARDWARE AGE will conduct in the 
first issue of each month a question box fea- 
ture in this Cutlery Section. A\ll readers are 
invited to send in queries regarding the man- 
ufacturing, stocking, displaying, selling and 
servicing of all cutlery lines. A committee 
of recognized cutlery experts has agreed to 
answer in these columns all problems pre- 
sented, it being understood of course that 
questions affecting purely competitive sell- 
ing points must be barred. 

This feature is added as a service to our 
readers and we urge them to participate 
freely, sending as many questions as they 
will. Address your question to the Cutlery 
Question Box, care of HARDWARE AGE. 











And That’s That! 

A retail dealer in leather goods wrote to a firm in 
Massachusetts ordering a carload of merchandise. The 
firm wired: 

“Cannot ship your order until the last consignment is 
paid for.” The dealer telegraphed: “Unable to wait so 
Cancel the order.” 


long. 





. quick sales . 
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In and Out! 


Turnover that demands service 





Orders for Russell Cutlery are filled within 24 hours! 
There’s a reason — we realize how important it is for 
dealers always to have a complete stock on hand. 
Over-the-counter sales have made it necessary .. . 
. . because women who already have 
ordinary cutlery are buying the new nationally adver- 
tised Russell lines for their smartness . . . their utility 
. their novelty. Service on our part means still 
more sales and bigger profits for you. And this 
rapid turnover means low inventories — profits all 
along the line. 
Write to your jobber or direct to 





us for details of the new Russell lines. 


RUSSELL 


GREEN RIVER 


CUTLERY 


JOHN RUSSELL CUTLERY COMPANY, Turners Falls, Massachusetts 


Russell Cutlery 
is nationally 


d! 


advertis 














The Gem Sells Itself. 


With This Display 


on Your Counter 


HE customer 
who comes in 
to purchase other 
things pauses to j 


buy a Gem or Gem, ! 
Jr. The Gem dis- ' 
play means extra 
sales. 


All 








customers like 
these handy nail- 
clippers because 
they trim nails and 
hang-nails perfectly, 
and work easily 
with either hand. 





Gem 50c. 


Copy ap- 
pears regularly in The Saturday Evening Post, Collier's, 
and Judge. 


The only nationally advertised nail clippers. 


Pont ‘“Cellophane’’ 
rust, dust and 


Du 
from 


Transparent 
protects them 
tarnish. 

The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 
day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 


Gem Jr. 
35e. 














LS Be serene: 
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Airplane Brings a New Business Opportunity 


to Hardware Stores 


By HERMAN A. GROTH 
Merchandising Specialist, Wm. H. Rankin Company, Chicago 


applies not only to transportation, but to merchan- 

dising as well. New industries have always 
brought with them many changes in retail merchandis- 
ing. These changes have helped some retailers, while 
they have hurt others. They have usually benefited 
those stores which tied up with the new industry, and 
they were destructive in effect to those retail outlets 
which fought them. 

It is but a short time since Colonel Lindbergh landed 
at Le Bourget, France, completing that marvelous flight 
across the Atlantic Ocean, alone. Already we have the 
$150,000,000 airplane company, and we have definite 
proof everywhere of the rapid advancement of this allur- 
ing new industry. 

Transportation has always been the fundamental fac- 
tor in the advancement of civilization, and it is therefore 
logical that this new mode of transportation, which has 
proved dependable, and yet so much faster,. should 
advance by leaps and bounds. 

The hardware store is the retail outlet of my first 
love because it was the first type of store in which I 


GS erties n has said that this is a speed age. This 


experienced retail merchandising. No matter how much 
we love the hardware store, because the average unit 
of sale is usually a fair amount, and because, as a rule, 
it is a nice, profitable business, when well managed, 
nevertheless we must admit that there is one problem 
always facing the hardware retail merchant—and that 
is to get more people into his store every day during 
the year. People will go into a department store merely 
to look around, and the same people will hesitate to go 
into a hardware store unless they know in advance 
that they have a definite need and purchase they want 
to make at that store. 

The airplane has brought with it the newest opportu- 
nity to bring more people into the hardware store, be- 
cause the airplane has already made necessary a new 
type of luggage known as airplane luggage. Tests have 
already proved that hardware dealers who are taking 
hold of airplane luggage are finding four new ways of 
bringing more visitors into their store every day: 

1. Because they can put the lure of the airplane and 
airplane travel into their newspaper advertisements. 

2. Because they can secure from manufacturers of air- 








mn 





series without mullions. 








SOMETHING NEW! 


A Door Stay and Holder which not only locks the door at right angles but keeps the door 
from being forced back beyond a given point—a necessity on entrance doors and doors hung in 


For further details write for our new No. 29 Catalog—Just Out!—which gives information 
on this and double and single acting Checking Floor Hinges included in the 
SHELBY LINE 
Manufactured by 


THE SHELBY SPRING HINGE COMPANY, Shelby, Ohio, U.S. A. 


Coast Representatives: Pond Hdwe. Specialty Co., Los Angeles, Calif. 


a 


D. L. Herman, Seattle, Wash. 
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plane luggage folders and leaflets prepared in the at- 
mosphere of airplane travel—a type of advertising that 
is unusually forceful today because of the intense in- 
terest that has been built up around the airplane, even 
with those wo do not intend to fly. 

3. Because they have a new type of window display. 

4. Because the clerks on the floors have a new kind of 
word-of-mouth salesmanship. 

The modern aviatrix on folders, and window cards, 
makes a striking appeal, and it’s most effective in any 
kind of advertising which the retail store can success- 
fully use. 

The change in women’s styles, together with airplane 
travel, has brought about a compactness and convenience 
in airplane luggage which make it easy for any hard- 


ware dealer to carry a good display for this new and 
attractive merchandise. It does not take up too much 
space, and yet the unit of sale is almost as attractive as 
the radio set. 

This new airplane luggage has a very wide appeal be- 
cause it is a known fact that luggage not adapted to air- 
plane travel is fast becoming obsolete. Therefore, the re- 
placement sales for luggage during the coming season will 
increase rapidly—and almost every customer is a prospect. 

In placing airplane luggage in your store you are 
doing two things: you are selling your present customers 
an article that they are going to be very proud of, which 
vou would not sell otherwise; the second and most far- 
reaching thing is that you have found four new ways 
of bringing more people into your store every day. 





Right Kind of Gasoline in Gas Pressure Products 
Increases Operating Efficiency 


HE use of the right kind of gasoline in gas pres- 

sure appliances such as cook stoves, camp stoves, 

radiant heaters, lamps, lanterns, irons, etc., in- 
sures longer service and greater operating efficiency. 
In fact, a little care in selecting the fuel to be used will 
eliminate more than 90 per cent of the difficulty that 
your customers experience. 


Because of the many different brands and various 
grades of gasoline now on the market, it is often con- 
fusing to know which is best for use in gas pressure 
products. However, the Coleman Lamp and Stove Com- 
pany advises that if you will teach your customers to 
observe the following points in the selection of fuel, 

(Continued on page 109) 
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HERE once was confusion in the mechanic's shop is 
now neatness and order with the Standard Drill Holder 
and Gauge. 


No more lost time in hunting for this or that drill. No more 
fussing and fuming. The mechanic picks out the drill he 


New York: 94 Reade 


Chicago: 552 W. 
Washington Blvd. 








Another Good Seller for You 


The Standard Drill Holder and Gauge 


~ Tite Stanparp Toor (0. 


CLEVELAND 


needs as easily as a smoker picks out a cigarette from the 
package. 


Display this Drill Holder and Gauge well on your counter and 
watch how it attracts the eye of almost every mechanic. This 
easily secured interest will lead to orders. 


Fredk. Pollard & Co., Ltd., London 
and Leicester, England 


Paris, France—Burton Fils. 
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known—the product of our 
own mills—the same steel 
used by nationally known im- 
plement manufacturers. 


The handles are the best ash 
obtainable. Result: extra 
sales and extra profits. 


Ask your jobber. 


XXXXXX 


The Indiana Rolling Mill Co. 


New Castle, Indiana 














' PLYMOUTH 


PRODUCTS 


for the Shoe Repairer 


The complete and old reliable line that has served 
the trade for years. 
LASTS AND STANDS 
COMBINATION LASTS 
RIVETING MACHINES 


LAP LASTS— REPAIR JACKS— NAIL 
CUPS—FOOT RESTS—HEEL STIFFEN- 
ERS—HEEL PLATES 

HIO” Shoe Lasts, shown at right, are 


absolutely guaranteed against breakage. 
Lock bearing, strong and 


rigid. Latest shapes for 
both men and women’s 
shoes. Extra heel piece in- 


cluded for all sizes of heels. 
Stands finished in Red 
Enamel and Gold — Lasts 
finished in Black Enamel. 


They sell on sight. Write 
for prices. 


The Fate-Root-Heath Co. 
901 Riggs St. 
PLYMOUTH, OHIO 


N. Y. Office—90-92 W. B’way 
N. Winner, Mgr. 


é 
Luoaiapapenl 
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| 


| Braunsdorf. 
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A. W. Gerstner Re-equips 
X x x x \ \, (Continued from page 41) 
tractive paneling, this new window is well fitted for all 
types of hardware display. 
Store engineers from the Duluth Show Case Co., 
The Value of X Duluth, Minn., were called in to design and supervise 
the installation of new display equipment. The latest 
aa ee en type gi = paneling and mata put in place, 
INDIANA Shovels are X-tra matching the too! department’s disp ay. An engineer 
Quality. from a public utility recommended new lighting fixtures, 
; which were installed throughout. A new composition 
The steel is the toughest floor was laid. 


To give some idea of the work involved in sampling 
the company’s shelf and builder’s hardware stock, ap- 
proximately 8700 items, were sampled and stored in 
1700 new boxes. 

Two departments now account for the majority of the 
company’s business. Builders’ hardware has always 
been a major line. Five men and a woman are employed 
to handle this department. A theatrical hardware de- 
partment supplies stage and other types of hardware to 
most of the Broadway houses who use quantities of rope, 
props, brackets, etc. 

The new display equipment is already serving a good 
purpose. Eighth Avenue has again become a shopping 
street for workers from the nearby buildings. The 
modern window, always filled with eye-catching displays, 
encourages many people into the store. Here they are 
greeted by well-trained salesmen, shown high-quality 
merchandise attractively displayed and have the knowl- 
edge of doing business with a reliable and old estab- 
| lished retail store. 

The company’s executives report inventory was easier 
to take with new equipment and that the stock is much 
easier to keep clean. 

In the A. W. Gerstner Co. are ten men who have 
served the company for more than twenty years. Wil- 
liam M. Gerstner, treasurer, son of the founder, has 
22 years to his credit and Louis Schreiner, assistant 
treasurer, 31 years of service. 

The Gerstner organization grew from a partnership 
formed in 1885 by Anton W. Gerstner and William 
In 1892 Mr. Gerstner took over the busi- 
ness. In 1908 he formed a company with himself as 
president. In December, 1919, the present executive 
control was formed with the incorporation of the com- 
pany. Mrs. Christiana Gerstner, widow of the founder, 
is now president and Fred M. Gerstner, her son, secre- 


tary. 


Education is getting to be almost as expensive as 
ignorance. 


Nowadays it seems to take a lot more nerve to violate 
customs than to violate laws. 


Now that it is past, what did you do yesterday that 
is worth mentioning ? 
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~ What Rubbing Elbows with 
Hardware Retailers Has 
Taught Me 


(Continued from page 58) 


ones as low as $75 you know. What do they do you ask? 
Listen: If the prospect does not purchase on the first visit, 
the motor-car salesman makes every effort to get his name 
and address. If the prospect refuses, the salesman ushers 
him to the door and—without his knowledge—makes a note 
of the license number of the old car the prospect is driving. 
Then through the auto license set of books, issued by the 
State, he secures the name and address of that license 
holder. 

Then he follows up with literature, telephone calls, and 
even personal visits, so long as there is any possibility 
of making a sale. That’s merchandising. 

Every hardware store should have a plan and system of 
merchandising in a seasonable, methodical, practical man- 
ner, applicable to each of the two rich, red-blooded streams 
of its business: 

A. Old line customers—both charge and cash. 

B. Prospective customers—the lookers or shoppers who 
add new life to the business. 

It was absolutely astounding to note the laxity in regard 
to securing the names of new cash customers, even in the 
cases where deliveries were made; laxity in such a simple 
matter as the making of a carbon copy duplicate slip 
when delivery instructions were given. Making the most 
of a sales opportunity is the big secret of successful sell- 
ing. A real follow-up plan and system is the ammunition 
for successfully combating all lines of competition. 


A PRACTICAL working plan gives the salespeople new 
pep and new life. All salesmen, even the best of them, are 
somewhat like automobile tires. They go flat at times 
and need “pumping up” regularly. They need sales tools 
to work with in their trade of selling. 

It was startling to note the great number of hardware 
merchants who were listless on the subject of holding 
regular sales meetings. In many cases when an offer was 
made to hold a meeting after closing time, on the subject 
of “follow up,” there was no enthusiasm. They seemed 
to feel that even a fifteen-minute meeting would be an 
encroachment on the employees’ time. However, I couldn't 
help but notice that the merchants who were stepping 
ahead, were the progressive, wide-awake, “store-meeting” 
type, eager to grasp suggestions and put them into practice. 

You have probably noticed that a pioneer 10-cent chain 
store organization recently started a nation-wide advertis- 
ing campaign. One full page of the four used is devoted 
to hardware specials, and more are to follow. A three 
million dollar campaign for a store which caters to ten- 
cent sales. 

Every hardware merchant should make a personal visit 


to one of that company’s stores, if there is one in his ! 


vicinity. At the front of each store he will find a table 
piled high with booklets of the house-organ type called 
“Shoppers Guide.” In it are listed plenty of hardware 
items. This big organization is working a plan and a 
system to increase its business, even though the individual 
items retail at only ten cents. 

On my hardware observation tour, day after day, I 
watched good cash come in through the doors of hardware 
stores in the form of prospective customers, and (with a 


feeling of sorrow for our friend the merchant) I saw the | 





SALESMEN WANTED 


IN ALL TERRITORIES 





TRADE MARK 


100% PURE MANILA LONG FIBRE 
17e lb. Basis 5% Commission 


Hardware Stores know the trade mark, repeatedly 
receive samples and are mailed monthly quotation 


folders. 
UNITED FIBRE CoO. 
82 South Street, New York 








Hardware Dealers Attention 


BUY UNICO BRAND BOTTLE CAPS AND CAPPERS 
DIRECT FROM MANUFACTURERS 


Prices as low as Il1c. per gross. Let us quote you. 





Universal Metal Goods Co. 





Manufacturers Dept. H.A. 
Onl Crown Caps and Metal Specialties 
niy . To] rt . . : 
te 10300-04 CORLISS AVE. CHICAGO 
High 
Grade Please send us your prices on bottle caps and 
Bottle cappers. 
Caps DN odin a pic ernie 5 oni DEAT Oa wae a aa Ou eNwle ae eee 
No eee eee re 
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For Every Lubrication Requirement 


Advertised Nationally 


For 61 years Albany Grease has had the 
call from engineers, mechanics and all 
who want a quality lubricant. It is a 
tallow compound, with a low melting 
point—insures better lubrication — the 
secret of minimum friction and reduction 
in wear of machinery. 


Millions of Pounds Sold Annually 


Thousands of hardware dealers are mak- 
ing big sales and big profits on Albany 
Grease. It’s a small line to stock. 


Your jobber can supply you. If not, write us. 
ADAM COOK’S SONS, Inc. 
MANUFACTURERS OF QUALITY LUBRICANTS 
LINDEN, NEW JERSEY 


Export Department, 6 Varick St., New York 











The Best is none too good 
SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 


Trade Mark 
Beware of Imitations 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
skilstuna, Sweden 


SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 
SCANDINAVIAN 
WESTERN IMPORTING COMPANY, Ltd. 


107-109 Lafayette St., New York 


609 E. Hennepin Ave. 304 Railway — 7 Bidg. 
Minneapolis, Minn. Seattle, Wash. 








Coristine Bidg. 
Montreal, Can. 








same gold turn around and go out again. No record— 
no future sale in sight. 

In my travels I saw hundreds of thousands of dollars 
invested in retail hardware delivery services. Only on 
rare occasions did I find this service being “sold” to the 
dealers’ customers. If the mail order retail stores had 
such a service in each of those towns, operating against 
the hardware dealer, would they sell it to his customers? 
They would blazon the fact from the housetops. They 
would sell it in a hundred different ways. 

This is a selling age; order taking is gone forever; the 
war period is over. Clerks that were, must be salesmen 
now. Former storekeepers must be either merchants or 
“thas-beens.” 

As a final summing up, based on the observations re- 
ferred to, the hardware merchant in order to hold or regain 
his place in the sun, must roll up his sleeves, rise higher 
on his toes, think harder, plan harder and fight harder 
all the way. Above all he must make the most of every 
selling opportunity to each and every member of the fam- 
ilies in his community. 


A Safety Axe Rack 


N many locations axes are in good demand, yet they 
I are a hard item for the hardware man to display 
attractively and at the same time safely—especially 

the double-bitted ones. 





The Loveland Hardware, of Loveland, Colo., solved 
this problem with the display rack shown here. It is 
made from 3% in. lumber, and is 22 in. high by 30 in.wide. 
There are three ledges to the rack, rising like steps, and 
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on each ledge rests a row of axes, separated by % in. 
board partitions. The bottom row holds 16 axes. The 
location of the axes is staggered, in order to facilitate 
their removal from the rack, so that no axe comes di- 
rectly behind another one. For this reason the second 
ledge holds only 15 axes and the third only 14. By 
filling the bottom ledge with pole axes the handles of 
these form a guard which prevents anyone getting 
against the sharp edge of the double bit axes in the other 
ledges. 


Modernistic Treatment of 
Window Displays 


(Continued from page 59) 


color and artistic atmosphere. Our window displays of 
this nature are of great value and we are now con- 
templating increasing the window space.” 

Another large retail store has found consistent dis- 
play of housewares in the modernistic manner to satis- 
factorily pep-up its houseware’s departments sales 
volume. 

In one of its recent displays featuring colored mer- 
chandise for the kitchen, it showed plainness and 
simplicity. Two small tables constituted the only fix- 
tures. The background incorporated step-like shelving 
on which merchandise was placed. Needless to say, this 
display, through its simplicity and its color appeal, 
aroused much interest. 


Right Kind of Gasoline in 


Gas Pressure Products 
(Continued from page 105) 


they will be rewarded with more and better service from 
the lighting, heating and cooking devices that you sell. 

First—Know the right kind of gasoline and always 
use it. The right kind of gasoline for lighting, heating 
and cooking devices is fresh, clean, colorless or water- 
white, has no offensive odor and evaporates completely, 
leaving no oily residue. 

Discourage the use of high compression gasoline or 
gasoline sold as anti-knock motor fuel whether colored 
or not. Such gasolines are intended for use in internal 
combustion engines only. They contain substances which 
gum up generators and stop up gas tips. Gas Pressure 
Products function much more successfully with the use 
of regular clean, water-white gasoline. 

Second—Encourage a test to prove that it is the right 
fuel for use in gasoline pressure devices. Here is a 
simple little test which you can tell them about: Place 
8 or 10 drops of the gasoline you intend to use on a 
piece of clean white paper. If it evaporates quickly, 
has very little odor and shows very little, if any, stain 
on the paper, it will in most cases give satisfactory re- 
sults in gas pressure devices. Gasoline less suited for 
gas pressure devices evaporates slowly, has a strong 
odor and leaves a plainly visible stain. Recommend to 
your customers the fuels which in your own experience, 








The extra-special 25 Cent Article with a large 


profit. 


1 Carton containing one dozen (5x10x2 inches) 


Sample cases of 50 dozen Cartons (22x15x22 
inches), Gross weight 58 kilos, Net weight 48 
kilos, including packing f.o.b. Hamburg. 


Measurements of 
Closed 9 inches. 


SINRAM & WEND  - 


Founded 1899 





The 
Acknowledged 
best and most 

practical 
Travelling-Hanger 
for Women 
and Men 


Hanger: Open 16.5 inches, 


Hameln, Germany 














Indurated Fibre Keelers 


Now We Can Fill Your Orders 





Each tiny pore is 
sealed by infusion 


with a_ special 
treatment making 
indurated ALMO 
Fibre Ware abso- 
lutely liquid tight. 


Almo Trading 
61 East 11th Street 


Ma- 
hogany 
Finish 


We are the distributors of the 
ALMO line of Imported Fibre 
Ware (of French and German 
manufacture) that has earned a 
high reputation throughout the 
country for its enduring qualities 


BECAUSE— 

This ware is made from Genuine 
Wood Pulp (not waste paper). It 
is thoroughly INDURATED and 
impregnated by a special treatment 
which completely fills all pores 
and makes it absolutely liquid 
tight. 

It is seamless, odorless, cannot shrink or 
expand, swell or fall apart. Also rust- 
less and stainless. Item shown is a big 
seller to Farm trade. Look for Trade- 
mark on each item. Write for new 
catalog illustrating and describing com- 
plete line of 20 items. Good profit. 


& Importing Co., Inc. 
New York 
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VACUUM 
FREEZER 
Self-Freezing 


Tue Self Freezing feature of 
Everybody’s is a good one to sell 
to motorists, tourists and picnickers. 
A size for every requirement at 
popular prices. 


BUY FROM YOUR JOBBER 





St 











1140 BROADWAY, NEW YORK, N. Y. 
CLOTH 
AND WIRE 


W . 3 PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 

Write for Folder 83-B 


BUFFALO WIRE WORKS CO., Inc. 


| (Formerly Scheeler’'s Sons) Est. 1869 





518 Terrace Buffalo, N. Y. 








savory wt, 


STAINLESS METAL— 
BRILLIANT NEW 


KITCHENWARE MATERIAL 


The SAFE material for all cooking 
purposes. Stainless; always bright; re- 
quires practically no scouring. 


Write for details and prices. 


SAVORY, Inc., Buffalo, N. Y. 


Owned and Managed by the REPUBLIC METALWARE CO. 





















The Cutter-Proof Lock 


Shackle defies 36” bolt 
cutters. Body cut from 
solid bar bronze. Un- 
equalled for service. Low 
® in price. Big in profits. 
tte a E. P. HURD, Lock Builder, 
Detroit, Michigan 










| in your own locality, give the best service in gasoline 
lighting, heating and cooking devices. 

Third—Tell them to demand the right kind and see 
| that they get it. Ask for regular water-white gasoline. 
| All filling station attendants understand what that is. 
Don’t let them ask for “just gasoline” as they will likely 
get the kind of fuel they should not use. Be sure they 
great clear, water-white, “un-doped” gasoline. 

Fourth—See that they use it right. This is equally 
as important as the selection of the right kind of gaso- 
line. To use it right. bear in mind these points— 

(a) Be sure it is clean. Strain it through a finely 
woven cloth, or better still, use a filter funnel which 
strains the gasoline through felt and removes water 
and other impurities which cause difficulty in operation 
if allowed to remain. 

(b) Keep the fuel for lighting, heating and cooking 
devices, in a clean, closed container in a cool place. If 
exposed to air, sunlight or heat, gasoline becomes sour 
and tiny particles of gum form and float in the liquid. 
| This gum quickly stops up generators and gas tips. 

(c) Buy a fresh supply often—not more than 5 gal- 
lons at a time. Do not keep gasoline until it is old 
and “sour.” 

(d) Clean out the fount or fuel tank occasionally. 
This is easily done with a suction pump obtainable from 
stores handling gas pressure appliances. A good thor- 
ough draining will remove all dirt, water and “sour 
gasoline. 

(e) Thoroughly preheat the generator before turn- 
ing on the fuel. Follow carefully, lighting and starting 
directions that come with the appliances. 

(f£) Keep the gas tip open. Clean occasionally with 
_ the small special gas tip cleaner usually furnished with 
or attached to each appliance. 








YOUTH 


OUTH is not a time of life—it is a state of mind. 
. It is a temper of the will, a quality of the 
imagination, a vigor of the emotions. It is a freshness 
of the deep springs of life. Youth means a predomi- 
nance of courage over timidity, of the appetite of ad- 
venture over love of ease. This often exists in a man of 
fifty more than in a boy of twenty. Nobody grows old 
by merely living a number of years. People grow old 
by deserting their ideals. .. . 

“Whether seventy or sixteen, there is in every being’s 
heart the love of wonder, the amazement at the stars 
and the starlike things and thoughts, the undaunted 
challenge of events, the unfailing childlike appetite for 
what next, and the joy and the game of life. You are 
as young as your faith, as old as your doubt; as young 
as your self-confidence, as old as your fear; as young 
as your hope, as old as your despair. In the central place 
of your heart there is a wireless station. So long as it 
receives messages of beauty, hope, cheer, grandeur, 
courage and power from the earth, from men and from 
the infinite, so long are you young.”—Jnternational 
Paper Monthly. 
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) Hedge Shears 


Cronk’s Hedge Shears are well known for reliability and 
service, the Cronk line includes a particular style for 
every purpose, from the Hedge Shears illustrated to heavy 
Pruning Shears which will cut a rake handle in two. 

If your stock is low, order from your Jobber. 

Write for copy of our new catalog. 

We also make Potter & Swineford Products. 

THE CRONK & CARRIER MFG. CO. 
Montour Falls, N. Y. 











PYREX Custard Cups 


T. M. Reg. U.S. Pat. Off. 








UANTITY dis- 

Plays of 
No. 410 Pyrex 
Custard Cups are 
sure fire stock 
movers. Minimum 
quantity 144 in 
case, at $10.08 
Trade price. Retail 
each, 10¢. 


CORNING GLASS WORKS 


CORNING, N. Y. 








| All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 








Rubyfluid makes the tight- 


sell est kind of a joint with the perior finish—is em- 
thinnest film of solder. Its , , P 

a great economy sells it. bod ied in the entire 

better Sample Free to any dealer. line of- GRIFFIN Hinges 


RUBY CHEMICAL CO. and Butts. 7 7 7 + 
68 McDowell St., Columbus, Ohio 














GLASS CUTTERS 


n (Dr 


, {He 
1" Die 
hed Devil mean 






~ Manufacturing Co 


ERIE, PENNSYLVANIA 
ranch Offices, 


New York, 45 Warren St. 
Chicago, 555 W. 

Boston, 76 Batterymarch 

San Francisco, 703 Market St. 























Cultivate 


Extra Sales 
With These 
Special Hoes 


Each one has Sales Appeal. 
Each one answers a defin- 
ite need. Point them out to 
your customers. Let them 
handle them, they’ll clinch 
the sale themselves. 





LIGHT NARROW SQUARE TOP 
NURSERY HOE ONION HOE 
Complete Tool No. N22 Complete Tool No. ST07 
Right Repair Handle No. 220 Right Repair Handle No. 225 





SR 


S 


> 

















For working closely In well worked garden 


planted areas or between 
plants in rows, this hoe 
is indispensable, as the 
extremely narrow width 
of blade (only 214 in. 
wide) enables the user 
to work in very close 
quarters. No flower bed 
can be properly cared 
for without this hoe. Al- 
so excellent for thinning. 


plots where the soil is 
light and does not need 
chopping, this hoe can- 
not be equalled. Just 
draw the blade along the 
top of the soil, and it will 
penetrate an inch or so 
with very little effort, 
forming a light mulch 
which will conserve 
moisture in the subsoil. 


And Here’s an 
Extra Salesman 
for You 


FREE 


With the Union Display 
Rack your line of farm and 
garden tools are helping to 
sell themselves every minute 
of the day. Increases sales 
25 to 40 per cent. Write 
and we'll tell you how to 


: | a 
| j_ sen eoven comes 
‘ | ee © 
TUPUEEDTV ULL 
ee a get it Free. 


oe ee 
Made only by 
THE UNION FORK & HOE CO. 
Columbus, Ohio 


Manufacturers of a Complete Line of 


Forks, Rakes, Hoes & Special Purpose Tools 
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line to carry 


There’sa fast turnover when 
you handle Sweet’s Steel 
Fence Posts because they ap- 
peal to the buyer from every 
evateleeiialeme Malate tiertaet tale 
utility for every wire fence 
and steel sign requirement, 

astatareaiitlas el eltaisasalaael 
Pravemeltiolssitla seeeslatalel Cate 
ing appearance,—all offer a 
commanding sales appeal 
that you cannot overlook. 


WEET{ 


Why not avail yourselves of 
the opportunity to obtain 
the best steel post sections 
onthe marketat surprisingly 
low prices? Samples sent on 


request. 
SWEET’S STEEL 
COMPANY 


WILLIAMSPORT, PENNA. 


Steel Posts 
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Show Night Latch No. 3515 
and You’ll Sell It 





(Illustration is half size) 


Dealers find this Night Latch an unusually popu- 
lar—fast-selling number—good the year round. 
The case and strike are of very heavy steel, in 
attractive Ivory Black finish. 


Full size cast brass cylinder with five 
pin tumblers. 

Solid brass bolt, knobs, and cylinder ring. 
3 milled nickel silver keys. 


No. 3515 may be deadlocked from outside by key or 

inside by stop. 

No. 3515-D may be deadlocked from inside by stop. 
Priced for Your Profit 


The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Front Door Sets Padlocks 
Wood Screws Stove Bolts 


Eagle Lock Co. 


General Sales Office 
26 Warren St. New York 


Reg. In U. S. Pat. Of. 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford Street, Boston, Mass. 


Works at Terryville, Connecticut 








Reg. in U. &. Pat. Off. 




















Allith 


“ROUND-A-CORNER” 
DOOR HANGERS 


FOR GARAGES 





The ability of Allith hardware to deliver the ultimate 
in garage door hanger performance is unquestioned. 
The surety of fine performance is built into every 
part—is inherent in its basic design, is fully devel- 
oped in its precise workmanship and refinements. 


The moving part of the garage is the only part that 
ever gives trouble. You can eliminate this, for your 
customers, with A-P garage door hardware. 


Easy as Rolling 
Off a Log 


No. 1189 Round a Corner Garage Door Hanger (il- 
lustrated) is a good one. Built on a high carbon 
steel round track which, with lubricated roller bearing 
hanger wheels, delivers the easy, free running opera- 
tion your customers so much appreciate. There is 
no side-sway or friction. No backwork, hauling, 
lifting or pushing to operate 1189. 


Made to fit any number of doors. Cost no more than 
the flat track, ordinary kind. 


Dealers should have the A-P catalog No. 97 showing 
the complete garage door hanger line, along with 
other building hardware of A-P quality. A request 
on your letterhead brings it. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


Manufacturers of 
Garage Door Hardware Fire Door Hardware 
Rolling Ladders Overhead Carriers 
Spring Hinges Door Hangers 
Airport Door Hardware Malleable Iron Washers 
Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 
Manufacturers of the finest line of Airport and 
Garage Door Hardware 
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nned storage 
saves time and MONEY 








CONOMICAL, efficient and con- 

venient storage of raw materials, 
finished product or records is not 
something that just happens. 


Those progressive business houses 
that have solved their storage prob- 
lems have done so by careful plan- 
ning, with the aid of experienced men. 


General Fireproofing maintains a 
department that will gladly consult 
with you, and advise how you, too, 
can save time, space and money 
by using GF Allsteel Shelving. This 
modern storage equipment is easy to 
install, quickly altered, adaptable, 
fire-resisting, costs no more than wood, 
and lasts a lifetime. 


There is no obligation —consult 
our engineering department freely. 


THE GENERAL FIREPROOFING Co. 
Youngstown, Ohio 


BRANCHES AND DEALERS 
IN ALL PRINCIPAL CITIES 


[ The GF Alisteel Line: Filing Cabinets - Shelving - Sec- ] 


Canadian Plant, Toronto 


tional Files - Transfer Cases - Storage Cabinets - Safes 
Document Files - Desks - Tables + Supplies 








g@eceeoeeve Attach this coupon to your firm letterhead *oe=.<, , 


THE GENERAL FIREPROOFING COMPANY 
Youngstown, Ohio 
Please send me a copy of the GF Allsteel Shelving Catalog. 


Nene ——___ 
Firm — 
Address 

City 
State 

















THE COMPLETE LINE OF OFFICE EQUIPMENT 








WATERBURY 
PEERLESS BRAND 


Made in the following Grades: 


WHITE LABEL, BLUE LABEL, 
RED LABEL, BROWN LABEL, 
GREEN LABEL 


Explanation of Grades 
WHITE LABEL for Springs. 


BLUE LABEL for Musical Instruments will 
swage and loop; this wire has a very high 


breaking strain. 


RED LABEL for cutting wires, mild in 
temper, will swage and loop. Is used prin- 
cipally for soap, dough, butter and brick 


cutting. 


BROWN LABEL for treble strings on 
pianos; spinning wire and short bend springs. 


GREEN LABEL mild tempered for dental 


and surgical instruments. 


Put up in 4, 4, 1, 5 pound and catch weight 
coils or 1, 5 and 25 pound spools. 


Write Dept. M for descriptive matter. 


Manufactured by 


Washburn Wire Company, Inc. 


550 East 118th St., New York, N. Y. 


MKNKMMWMMWMMWM NNN, 
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yori in Gambler 
Exrrupep Meat PADLOCKS 





No. 2881 
Size 1%x1% Inch 


Webster defines Genuine as “REAL ORIG- 
INAL or TRUE stock.” And the CORBIN 
Pin Tumbler Extruded Metal Padlocks are 
just that. The first Pin Tumbler Extruded 
Metal Padlocks were made by CORBIN, and 
are still being made as only CORBIN can 
make them. The skill of CORBIN Craftsmen 
have produced padlocks for every purpose, for 
use under all conditions, and the success of 
¥ these padlocks is well known throughout the 
world. 


LL 


When making your purchase of a padlock, 
be sure and ask for a Genuine Pin Tumbler 
Extruded Metal Padlock. 


PROTECT YOUR PROPERTY WITH A 
CORBIN PADLOCK 


zzz 2- Zz 


These Cast Bronze 
Padlocks are very 
artistically made 
from cast bronze 
metal, machined out 
to receive an all rust 
roof mechanism. 





e shackle is of 
wrought bronze, drop 
forged to, create 
more strength, dura- 
bility and better ap- 
pearance. Made in 
ten sizes from % 
inch to 3 inches. 








-. 
e 


Write today for circulars describing our line of Pad- 
locks, Automobile Locks, Cabinet Locks, Trunks, 
Suitcase Locks and Trimmings, Miscellaneous Hard- 
ware, Keys and Key Blanks, Apartment House Letter 
Boxes and Home Saving Banks. 


CORBIN CABINET LOCK CO. 


Tne AMERICAN HARDWARE CORPORATION Successor 
NEW BRITAIN, CONN., U. S. A. 


NEW YORK CHICAGO PHILADELPHIA 


LF 
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Another real 
profit opportunity 


Many PENNSYLVANIA dealers have dis- 
covered that, wherever there is a big mowing 
job to be done, there is an active prospect for 
the PENNSYLVANIA Fairway Pony Mower 
—the new and different type of horse-drawn 
mower pictured above. 

This improved PENNSYLVANIA Quality 
machine consists of one of the units of our 
Fairway gang mower, fitted with seat and shafts. 
Its lighter weight and larger wheels result in 
reduced draft; it has greater adjustability for 
height of cut and is equipped with an idling 
device similar to that used on our large trios. 
Ask your jobber now for full details and prices 
on this new horse-drawn mower. And, of 
course, don’t forget that the three PENNSYL- 
VANIA Quality hand mowers shown below are 
being nationally advertised NOW! 


PENNSYLVANIA LAWN Mower Works 
1615-35 North 23rd Street, Philadelphia, Pa. 





Pennsylvania 
Junior, 
Ball Bearing 





The SUPER Great 
American, B.B. 
(Roller Bearing 

Wheels) 


The new Wm. Penn, B.B. One size only 
—16-inch. Price $16.50 at Philadelphia 
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Flake Graphite 
Boiler Graphite 
Graphite Cup Grease 
Waterproof Graphite Grease 
Solid Belt Dressing 
Pipe Joint Compound 
(insoluble in water) 
Graphite Seal 
(insoluble in gas or oil) 
Graphite Motor Brushes 











DIXON’S 
Graphite Products 


No other substance has such universal applica- 
tion in preventing power losses as graphite 
and its products. 


Dixon’s Flake Graphite alone, or blended with 
oil or grease prevents friction losses by pro- 
ducing dead smooth bearing surfaces. 


And Dixon’s Graphite Seal and Pipe Joint 
Compound eliminates loss of power in genera- 
tion and transmission by making absolutely 
tight threaded and gasket joints in cylinder 
heads, pipe lines, etc. Also Dixon’s Boiler 
Graphite, which keeps boiler tubes clear and 
free of scale. 


More than a 100 years of experience in over- 
coming power losses by means of graphite is 
back of every ounce of Dixon’s Graphite 
Products. 


Write for Bulletin 40-C. 


Joseph Dixon Crucible Company 
Jersey City OK N. J., U. S. A. 


ESTABLISHED 1827 





‘Tools of Yore than | 
everyday Demand and Salability 


Ca) 
eg 


They are tools whose wonderful quality is 
known the world over—they sell easily and 
THEY STAY SOLD. 


They are tools that DO NOT take up the 
time and tax the patience of both the customer 
and dealer because of “‘come-backs” due to poor 
materials and workmanship. 

Send for our Tool Handbook—it will 


mean more business and more profits 
to you. 


GOODELL-PRATT COMPANY 
Greenfield, Mass., U. S. A. 
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BABCOCK 
Spruce Ladders 


Step Ladders 


Strength 
Durability 
Service 
For Every Use 











Cut shows Babcock Step Ladder under 
1700 Ibs. 


Write for Circular and Prices 


W. W. BABCOCK CO. 


BATH, N. Y. 
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see MYE RS 
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mo) Water Systems 





} Running water is turning beaten paths to wells and cis- 
terns into paths of profits for Myers dealers who recognize 
the trend of the times and take advantage of the situation 
by recommending, selling and installing Myers Water Sys- 
tems—the line of quality, service and distinction. 

Styled for country and suburban homes, for sum- 
mer cottages and hotels, for camp sites and service 
stations, or for other installations up to ten thousand 
gallons of water per hour—endowed with many ex- 
clusive improvements to lower operation and main- 
tenance cost and to provide complete automatic con- 
trol—built to serve better and to last longer—they 
become a source of pleasure and convenience to users 
and a sure source of profit to dealers. 


Do you know about Myers complete automatic control— 
do you know about Myers positive self-lubrication, improved 
method of power application, extra large valves, unrestricted 
water ways and other modern features—if you do not have 
complete information about this remarkable line and its many 
points of superiority, write or wire us for late catalog and 



























co scenaaamemanan esate 


prices. 
nm F.E.MYERS & BRO.¢e. 
Manufacturers p ASHLAND, OFS. for Every Purpose. _— 
Waren OTE aT Beg inatae tent Caco 





Gye eee 9 ) 
MYERS 5 
PUMPS ‘WATER SYSTEMS -HAY “DOOR HANGERS 
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Wood Screws 
Drive Serews 
Coach Screws 
Machine Screws 
Set Screws 
Thumb Screws 











Cap Screws 

Saw Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 


Stove Bolts 
Tire Bolts 


ee) 
ane 


tin 


Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 

S.A.E. Nuts 

Jack Chain 


Plumber's Chai UNIFORM QUALITY and ADEQUATE STOCK a 4 


Register Chain 


Safety Chain The CORBIN SCREW CORPORATION 


Furnace Chain 
Ladder Chain The American Hardware Corp., Successor 


Sash Chain NEW BRITAIN, CONN. 


Eseuteh Pin 
sere achat Warehouses—New York, Chicago, Philadelphia 
Speedometers 
Western Factory—Dayton, Ohio 


CORBIN 











and let the power of suggestion get to work selling 
paint. 

Suggestion ean be used in many ways. Good dis- 
plays suggest the need of new paint. 


Your Chamber of Commerce should be glad to push 
a “Clean Up and Paint Up” Week, which will sug- 


gest the need of painting to every person in your 


town. 
S ft QO r eC The fourth issue every month of Hardware Age 


brings you facts and ideas about paint merchan- 
dising. 


A special section in this issue carries the advertis- 
ing messages of the foremost paint manufacturers. 
Read what other successful hardware dealers are 
doing to push paint sales. Learn how the paint 


manufacturers are willing to help you. 

Clean up and paint up your own store, put in some 
good selling displays, and let the power of sugges- 
tion roll up paint sales and paint profits. 
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A Different Chisel! 


Half way between a 
socket firmer and a butt; 
four and a _ half 
blade and a 
blade. 


inch 
thinner 


Just exactly what your 
customers want for all 


around work. Takes the 


place of two chisels. 


The usual White qual- 
ity. Furnished in both 


plain and leather tipped 
handle. 


Write for prices. 





L. & I. J. White Co. Division 
of the Buffalo, N. Y. 
Simonds-Worden White Co., Dayton, O. 





FREE COUNTER DISPLAY FIXTURE WITH 
STANDARD ASSORTMENT 


PLEWS FORCE-FEED OILERS 


<a 


| | 
|sSnce FEFD. OILER! 


|= 






%-pint, 4 1-pint and 
Retail selling value, 
F.O.B. Mpls. or Phila. 


Assortment consists of 1 '%-pint, 6 
2 1-quart sizes. All quick-selling models. 
$21.00. Dealer’s discount 33'/,% 


Plews Force-Feed Oilers Last Longer 


And are liked better. All-metal parts. No leather 
plungers or valves. Pump any grade or kind of oil that 
will flow. Feed in any position. Reasonably priced. 
Over 300,000 in use. 
Write for Circular or Order Sample Assortment 
Jobber Inquiries Invited 


PLEWS OILER CO. - - - Minneapolis, Minn. 


Eastern Whse.; 2401 Chestnut St., Philadelphia, Pa. 























Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. For ex- 
ample, on pages 7 to 79 it indicates by the key number 
14 which hardware wholesalers handle cutlery. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS 
Wholesale Hardware Houses in U. S. Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
current edition. . 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. 


New York, N. Y. 





















‘SUMMER DISPLAYS 


Will Bring You Real Profits 



















if you use these 


Double Duty Display Tables 


Make your warm weather sales reach new heights by 
resolving to install Heller Double-Duty Display Tables 
now. No trouble to install; no interruption in service. 
We can fill your orders for modern business building 
store equipment immediately—why wait? 


HELLER ease 


Complete manufacturers of 
equipment for hardware 
stores. Information furn- 
ished without obligation 
upon receipt of your in- 
quiry or specifications. 


Business 
Building 


The W. C. Heller Company 
700 Bryant St., Montpelier, O. 


N. Y. Office, 20 Vesey St. 
Suite 500 
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Which ‘Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 

with its one-piece You would go 
whistling on your way while the other fellow 
sulked. 
There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 
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KIMBALL ELEVATORS 








LIGHT ELECTRIC ELEVATORS 


Kimball Light Electric Elevators operate at 
a low cost. There is a light electric built for 
your requirement as to size, speed, etc. 

Write for particulars on these machines. 
They come sawed, drilled, fitted, ready for 
assembling. 


KIMBALL BROS. CO. 


1117-4] Ninth Street COUNCIL BLUFFS, IOWA 
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For Carpenters, Plumb- 
ers, Auto Mechanics, 
Tinners, _ Bricklayers, 
Concrete Workers. 


This Display 
Board Sells 
tools fast! 


Install one in your store. 


Piomb Tools are su- 
perior quality, hand- 
forged for great 
strength and long wear. 


Send for our Complete 
Catalog—we sell you direct 
and Advertise Nationally 


Plomb Tool Company 


2209 Santa Fe Ave. 
Los Angeles 


ke St., Chicago 
Lone island City, 


l 


eet et et elet ele! w Sel eho wt 


1146 W. La 
4306 -36th ie a 


Immediate Delivery 
from Warehouse 


Stocks 


ii) tiie) GR die La | 








Demand Proves That A Better 


BOTTLE CAP 
Is Wanted In Packages 


SERS of bottle caps know the importance of cleanliness 
and a perfect seal. That’s why Pyramid Caps are so pop- 
| ular. The famous ‘‘cushion seal’’ guarantees against leak- 
| age or spoilage. 

| Pyramid Caps are laboratory tested and include all the 
| modern improvements in bottle cap manufacture. 


A new paraffin coating keeps cork soft and pliable. There’s 
| no other cap like it--anywhere. 


Supply your trade with a better standard of quality. 
| Offer them Pyramid--the world’s safest seal. 


Costs more--and worth it! 


The familar Pyr- 
amid package is 
the finest on the 
market, and al- 
ways popular. 


| HOME USE 
| Brand-the Stan- 
| dard quality Bot- 
| tle Cap--outsells 
|any other brand 
on the market. Write for samples 


New Low Prices. and prices. 


THE CROWN CORK & SEAL CO. 


The World's Largest Bottle Cap Makers 
Baltimore, Maryland 
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Bommaer 
Spring Hinges 

















A box chock 
i full of friend- 
ship for your 


are 
the best 


are 
the best 


Millions 
and Millions 


of People are Pushing 


Them 


whenever they open a door 
Follow the line of least resistance 


vse BOMIMEP aways 
They are the best 


Bommer Spring Hinge Co., Brooklyn, N. Y. 


























How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 




















The Year’s Best Novelty 


Decorative 
Moore Push-Pins 


To “Hang Up Things” 


=) 





SMALL 
6 for 10c. 


MEDIUM . 
4 for 10c. 


PORTER'S 


LARGE 


Nut Splitters Bolt Clippers 3 for 10c. 


Chain Cutters Shear Cutters pie Rady see 


and rugged. The 





On battered bolts and nuts there is 
no need for one man holding the bolt 
head while another tries loosening 
the nut! It is wasting time, labor and 
money! 

Get out the Porter Nut Splitter, 
place the rugged cutting jaws on the 
nut and squeeze the handles. Off 
comes the nut in a jiffy and the bolt 
isn’t harmed. 

On body, chassis or fender bolts 
and tie rods, too stubborn to remove, 
use a Porter Bolt Clipper. A few 
seconds do the trick. 

Don’t saw or chisel chain, use a 
Porter Chain Cutter. Easy! Quick! 

Write for illustrated folder, or see 
Porter Tools at your jobbers. 
8 Ashland St. 


H. K. PORTER, INC., Everett, Mass. 


larger models clip 

bolts up to 3%” 
and soft rods up 
to 5%”, split nuts 
of %” bolts and 
cut case hardened 
chain up to 14” 
diameter. Also 
Shear Cutters for 
flat stock and 
wire rope. 


Their brilliant colors 


make instant sales 
Rose, Amber, Blue and Green, Crystal 
and Black glass heads with Gilt 
Decorations 


3 Popular Sizes 
Our Style “W” Assortment contains 48 10c Blocks, 
and quickly sells itself out when displayed. 
Your Jobber can supply you with original 
cases and refills. Attractive discounts. 
MOORE PUSH-PIN COMPANY 
Wayne Junction, Philadelphia 
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Business conditions are changing,” 
isn’t it easier to “go with the current” than 


“buck the tide?” 


The tendency in modern merchandising is to push 
advertised articles, like 3-in-One, that sell easily, 
steadily, surely; and to figure profits on the “turn- 
overs” rather than on the mere “mark-up.” A few 
dollars invested in 3-in-One will yield a better 
profit on the year’s turnover than the same amount 
wasted in an unknown, unadvertised oil. 


Ca 
3-in-One 
Made Since 1894 
THREE-IN-ONE OIL CO., 130 William Street, New York, N.Y. 











of extra strong con- 

struction particularly at the 

bearing points between frame 

and jaws. Deep milled jaws give strong 

grip. Guaranty Tag attached to each 
wrench. 


The OSWEGO TOOL COMPANY, Oswego, N.Y. 


Genuine 

Oswego 

Stillson 
Wrenches 











Granite State Lawn Mowers build per- 
manent trade for dealers. So do our 
Lawn Trimming and Edging Machines. 
Our new line of 


GRANITE STATE 
LAWN MOWERS 


is unusually attractive. We manufac- 
ture models and sizes for every require- 
ment. 
Granite State Mowing Machine Ce. 
HINSDALE, N. H., SINCE 1860 
See our Line in Hardware Age Catalog. 





Osborne High Grade Punches 





Belt Punches Arch Punches 


Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
ls. 


The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog. 
Cc. 8. OSBORNE & CO. se) N. J 
ESTABLISHED 








Profits That Belong to You! 


Are you letting someone else 
take away the profits that be- 
long to you? “Always Reliable” 
furnaces and torches are leading 
the way to daily increasing prof- 
its. They are the first choice of 
mechanics and all other workers 
throughout the country who look 
for efficiency, economy and dura- 
bility in the tools they buy. Your 
share is waiting! 


Order through your jobber or 
mail order to us with your job- 
ber’s name. 











OTTO BERNZ CO., INC. 
NEWARK - - - - NEW JERSEY 














HARDWARE 
For Screens 


The special construction of this 
Phenix Top-Swinging Half- 
Screen Hanger and Fastener 
makes it impossible for Screen 
to be blown or pushed from 
pivots. It holds screen se- 
curely in place and, with shut- 
off strips, is fly-proof and non- 
rattling. 
, 


HANGERS :: HINGES :: HOLDERS :: BOLTS 


—everything architect or builder could wish. 


ee NIX 26 PHENIX MEG. CO. 
LOUALIT Y } St. MILWAUKEE 














BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 





Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 


WATCH 
HARDWARE AGE 


for timely 
hints on 


GREATER SALES OF 
SPORTING GOODS 
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Fifty Years Experience in the Manufacture of Tapes and Rules 
As a Background for the Building of 


LUFAIN FINE PRECISION TOOLS 


Accurate—Improved Design—Superior Finish 
The illustration shows the “RAPID READING” feature now to be 


had on all our Micrometers. It makes reading quicker, easier, 
and more positive. It is but one of many new 
features in our line of Fine Tools 


Ss 
Ask Your Jobber for Lufkin Tools as Seas 


THE [UFKIN foULE (0. 








Let Us Send You 
Complete Tool Catalog. 











Windsor, Can. SAGINAW, MICHIGAN New York 
BEARINGS ADHESIVENESS 
MODERATELY ome 
/ Commercial Annular Ball Bearings are A friction tape he ~ | > 


not only highly efficient, but the cost is may be. sticky 


moderate . . you obtain real bearing 
service for any kind of a bearing job. 


The famous three-point contact, speeds 
up to 2500 R.P.M., a larger number of 
balls, long service, economical installa- 








I tion. Let us send you the parts! Let 
/ us tell you why “Commercials” 


profitable to buy and use. 


Send for Illustrated Catalog, Discount 


Sheets and Samples 


THE SCHATZ 
MANUFACTURING COMPANY 
Poughkeepsie, m. Y¥. 








without being ad- 
hesive. 


There’s a differ- 
ence between 
sticking and hold- 
ing quality. 


Slipknot Friction 
Tape combines 
both qualities in 
a way that brings 
satisfaction to 
customers and re- 
peat sales to deal- 
ers. It’s a good 
tape all through 
—sells on sheer 
merit. 


Put up in 1, 2, 4 and 8 oz. rolls in attractive Orange 
and Blue Packages. Our Counter Display Carton 
for 1 and 2 oz. rolls starts sales soon as shown. 


SOLD 


Also manufacturers 


Plymouth Rubber Company, Inc. 
1000 Revere St. 


ee 
SLIPKNOT 
FRICTION TAPE 





Give it a trial. 
THROUGH JOBBERS 


of Rubber Heels and Composition Taps 


Canton, Mass. 











“No More Waste” 


Says the Dealer— 


Because Sun-Red Edge Screen 
Cloth comes in complete rolls 
of 100 feet. Self-measured, no 
waste, no loss. All standard 
meshes, full line—AluminA, 
Black Painted and Copper- 
Bronze. Write for details and 
selling helps—among them a 
fine window-trim. 





TRADE MARK REG.U.S. PAT, OFF. 


REYNOLDS WIRE CO. 
DIXON, ILLINOIS 


“The Red Edge 


is My Guide” 


Says the Customer— 


The bright red line, the Sun-Red 
Edge, is a protection to the buyer. 
He is getting a product of unques- 
tioned value, made by a house of 
experience and responsibility. It is 
self-measured, easier to Cut and use. 
The Red Edge also prevents rust 
under nailing strips—the surest 
reinforcement. 





ST NNN MSS Le LT a LTT TE TIS SE ISGP IEE PIA EN oS SERIES RETESET 
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When you tell your customer that it is 
made by Iver Johnson, you are telling 
him something that means something. 


—_—@—___ 


Shot Guns, Rifles, Revolvers, Bicycles, Velocipedes 
and Juniorcycles 


IVER JOHNSON’S 
ARMS & CYCLE WORKS 
Fitchburg, Mass. 





LARAMIE LL 





——— 


Made for Men With 
Vise-Like Grips! 

Made of one forging from em to tip g 
special analysis steel—perf: ned 
stand wrench or strain without chipping 4 
bending—*‘Lenex”’ handles cannot come off. 
Attractively packaged—uncenditionally guar- 
ant solute a the finest quality serew 
driver os market—priced te give dealers 
pe a display and they'll do their 
own selling. 


"The Jools in the Pluid Bow 





AMERICAN SAW & MANUPACTURING COMPANY 


Mass. 


One of the products from 


for your of “The 
of 























New York Chicago San Francisco 
151 Chambers St. 108 W. Lake St. 717 Market St. 
Drop FoRGED STEEL 


RETAIL FOR 51.00 


With Generous Profits 


No malleable iron. SOLID DROP 
FORGED blades and handles. Ma- 
chine hollow ground easy cutting 
edges. No rivets to wear or lose. 
Volute opening spring. Royal Blue 
Enamel handles. Carry the Blue Bird 
Tool guarantee. Order today from 
your jobber or write us direct. 

















BERGMAN TOOL MFG. CO., Buffalo. N. Y. 





Style A 


CAROLUS CUTTERS 


The Style A is a Straight or Side Cutting Bolt Cutter. 
Carolus 7 offers you the Style B, or Straight and End Cut; 
also Style N, Straight and End Cut with Nut Splitter. Steef 
Plates hold Jaws rigid, giving straight oaaes at all times. 


Made in SIX SIZES and THREE STYL 


If your jobber cannot supply you, 
Literature and Prices. 


CAROLUS MFG. CO. 


write us direct for 


Sterling, Ill. 


Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 











COLDWELL 


CU Motor Lawn Mower 

and Roller 
Economical — Dependable — Reason- 
able. Light weight, substantially built, 
easily handled. Free from trouble 
and delays. Special designed motor. 
Abundance of power. Cuts close to 
trees, etc. ows and rolls simul- 
taneously. Timken Tapered Roller 
Bearings. 


Coldweil Lawn 
Mower Co. 
Newburgh, New York 


Dependable 
Lawn Mowers 


Hand—H erse—Gasoline 
Electric 
















STRATTON! 


GOooD 


For Small Tools, 


woop 
HANDLES 


dried. Plain, or Enameled 
IN COLORS 


Stratton Mfg. Co., Stratton, Maine 
















ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
A A A 
Sponsored by 

JOHANESON, WALES 

& SPARRE, INC. 
Importers 

162 Chambers St., 

New York City 

Tel.: BARelay 0844 











SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality forits particular use. 
**There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 
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Robertson “Horseshoe Magnet” Hammer 


The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 





THE HAMMER 
HOLDS 
THE TACK 











Awarded Silver Medal Panama-Pacific Exposition 


Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 











Simplex 
Srna. 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Ane. 


iplex Lever Jacks, 
” Pies Pushers | 
and Trench Braces 
have been famous 
for Years 


pee: Kenly & Co. 


T.1a89¢ 


Chicage, lit. U.S.Ax 





MASTER PLIERS 
Unbreakable—Guaranteed 


HE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 


Investigate the sales possibilities 
of Master Pliers. Order from your 
jobber. 






MASTER 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 


THE VOLLRATH 
COLOR ENSEMBLE PLAN 


is the newest and biggest idea 
in selling enameled ware 


Wherever displayed, the new Vollrath Color Ensembles 
are breaking enameled ware sales records. Big profits 
are waiting for the dealer who makes the first display 
of this already popular new ware in your territory. 
Write for details and price list now. THE VOLLRATH 
COMPANY Established 1874, Sheboygan, Wisconsin. 











POULTRY SUPPLIES 





Moe’s Line is considered The Standard Line of Modern Poultry 
Equipment. Sold wherever poultry is raised, and a satisfactory, 
profitable line to sell. 

we Our Catalog and Prices will interest you 


HOEFT & CO., Ine. 














‘ 2305 Davis St. — North Chicago, III. 














CLOTHES 
WRINGERS 


with the features of the latest 
washing machine wringers. 


LOVELL MANUFACTURING CO. 
ERIE, PA., U.S. A. 





as E-Z 97 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
_ FORT WAYNE, IND. 








end 
i 





RS CUSHION TIRE 


AE STORE LADDERS. 























































== =< Insure perfect shelf service for any / 
line of merchandise. Deep tread steps, / 
a = properly spaced, with convenient full 
= SS cay length handholds on both sides of j 
= ladder permit mounting or descending 4 


with ease. Both hands free to remove y/ 
or replace stock without danger of fall- 
Ing. Cushioned 7 Tired Trolley and Truck Wheels elim- , 
ae oun om vibration. Erection as simple //// 
Cc. ize small space. Make top shelves 
safely available for stock ur poses. One style— 
neat of design—nicely finished—any height ceil- 
ing. Thousands in use. Circular on request. 


méEFEMYERS & BRO.co. 
ASHLAND, OHIO. 








PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 





—S a a me 
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Classified Opportunities 








Use the “Classified 


Classified Advertising Rates 
Opportunity Exchange Section 
Set Solid, Minimum of 5 Hees.» <0 


Each additional line............ 


All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ 80 


Average 10 words to a line 
Allow One Line for Keyed Address 








ities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


BOXED DISPLAY RATES 
8. Gedb .,.20.5 Pitees 6eesetnrseesd $5.00 
Each additional inch.............. 4.00 





Discounts for Classified Advertising 
4 insertions, 10% = 8 insertions, 15% 
o 


Remittance Must Accompany Order 


Positions Wanted Advertisements 
50% off rates quoted 
Address your advertisements and replies to 
Hardware Age, Classified Opper- 
239 West 39th St., New 


tunities, 
York City 











Hargpware Ace is published each Thursday 


Forme close Nine Daye previous to date of 
publication. 











Samples of merchandise, literature, catalogs, etc ing more than ordinary reforwarding postage should not 
be Bev Ben ares bes 


aumbers. 





BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





FOR SALE IN DUTCHESS COUNTY—Hardware store, selling shelf 
hardware, tools, paint, glass, housefurnishings—modern fixture, modern 
window, only real hardware store in town. On New York Albany post 
road. Will give good lease. Stock complete. Store doing good business. 
Address Box 1-296, care of HarpwarE AGE, New York City. 





. FOR SALE—GOOD HARDWARE, tinning and plumbing business 
in one of the best rural sections of Pennsylvania. Very fine opportunity 
for a good hardware man or craftsman. Will invoice about $18,000. 
Address Box 1-400, care of Harpware Ace, New York. 





FOR SALE—New York City. Hardware housefurnishing auto sup- 
plies store. Best location. Good clean stock. Store established over 
40 years. Heller fixtures. Owner forced to sell on account of poor 
health. Quick action required. SOL ORSOLEK, INC., 849 Amsterdam 
Ave., New York City. 





HELP WANTED 





. WANTED—Salesmen calling on Retail Hardware Trade to sell our 
line of Tool Racks, Rubbish Burners and Cappers. Commission basis. 
Write for proposition. GRAND RAPIDS WIRE PRODUCTS CO., 
corner First and Front, Grand Rapids, Mich. 


POSITIONS WANTED 











= 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW 
STATE 


YORK 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 








TWO EXPERIENCED HARDWARE MEN, one with several years 
road experience, starting a manufacturers’ agency covering New York 
State except the Metropolitan District. Calling upon jobbers, hardware 
retailers and department stores. Auto accessories considered. Manufac- 
turers what have you? Address Box I-395, care of HARDWARE AGez, 


New York. 





ADDITIONAL LINES OF TOOLS AND SPECIALTIES can be 
handled to advantage in New York City, New York State, New Jersey 
and New England, by experienced sales organization with warehouse 
facilities in New York City. Address Box I-397, care of HARDWARE AGE, 


New York. 





SALESMAN doing good business with jobbers and retailers in New 
York State, Ohio and Pennsylvania, would like to hear from_manufac- 
turers desiring representation on commission basis. Address Box I-401, care 
of Harpware AcE, New York. 

MANUFACTURERS—Large Boston wholesale electrical supply house 
selling to New England wishes to add a line of hardware items. Our 
salesmen cover the hardware trade regularly. Address Box I-405, care of 
Harpware AGE, New York. 














TRAVELING STATE OF TEXAS for eight years, selling the general 
and builders hardware trade. Want permanent and profitable line. Com- 
mission basis. Address Box I-404, care of HarpwAre AcE, New York. 


SALES REPRESENTATIVES WANTED 











LEATHER 


We want experienced leather men to sell our line of 
leather Halfsoles and Strips to the Hardware Jobbing trade 
East of the Mississippi and North of Virginia. Commission 
basis. 


, HAGERSTOWN LEATHER CO., INC. 
Hagerstown, Md. 














Manufacturer with established reputation wants salesmen calling regu- 
larly on retail hardware dealers to handle highest quality sharpening stone 
assortment as side line on commission basis. Dealer makes 100% profit 
on small investment. The kind of goods that sell readily and repeat. 
liberal commission. Carry one small sample. Address Box I-383, care of 
Harpware Act, New York. 











SALESMAN, 39 years of age, desires traveling position. - Preferred 
territory in Eastern States. Have had fourteen years’ experience calling 
on retail and jobbing hardware trade selling builders’ hardware and metal 
ware. Three years’ experience selling mill supplies, heavy hardware to 
 cemammas trade. Address Box 1-406, care of HarpwarE AcE, New 

ork. 





HAVE HAD MY OWN hardware and housefurnishing business for 
the past 15 years. Am thoroughly familiar with every branch of it. 
Am capable of buying and selling and taking full charge. Would like 
to connect with reputable firm. Address Box I-403, care of HARDWARE 
Ace, New York. 





SALES ACCOUNTS WANTED 


_WANT TO REPRESENT MANUFACTURER in Ohio, West Vir- 
ginia, Kentucky and Tennessee (on commission basis) on a few hardware 
lines. I have covered the above named states for an eastern manufac- 
turer for the past 12 years and I am well acquainted with the jobbing 
and retail hardware stores, builders’ hardware accounts and architects. 
tad of references. Address Box 1-392, care of HARrpwARE AGE, New 
ork. 








MANUFACTURERS of full line of household specialties want local 
representatives in all important cities to handle line on commission. De- 
partment houses, premium concerns are all big users. State experience, 
lines handled, and territory covered. We want none but those who can 
“make good.” For such our proposition is an excellent one. Address 
“S. H.,”’ care of Harpware Ace, New York. 





RETAIL HARDWARE SALESMEN WANTED. One of the largest 
manufacturers of cutlery, popular priced line, want men calling on retail 
hardware stores to sell their line. Liberal commission. Splendid terri- 
tories still open. Address Box I-391, care of HArpware AGE, New York. 


SALESMEN WANTED TO REPRESENT COMPETITIVE LINE 
plumbing specialties, commission basis. Territories Baltimore, Washing- 
ton, Pittsburgh, Texas, New Orleans. Address Box I-390, 
Harpware Ace, New York. 


ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast selling side line. five per cent commis- 
sion. UNITED FIBRE COMPANY. 62 South Street, New York City 
(Foot of Wall St. and East River). See our advertisement on page 107. 


WANTED—MANUFACTURERS’ AGENTS AND SALESMEN, call- 
ing on hardware jobbers and dealers, to represent us on a line of steel 
a. — A. J. GIBBONS COMPANY, Lock Box 1461, Indianap- 
olis, Indiana. 





care of 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





SALESMAN, COVERING NEW YORK AND NEW JERSEY, call- 
ing on stove and hardware dealers to sell on a straight commission, a 
manufactured line of Globe stoves, wood and laundry, water fronts, stove 
castings, cesspools, slop hoppers, clean cut doors, water heaters, quoits 
and a large number of other articles that we manufacture. We have 
quite a number of good established accounts. Prefer a man with stove 
experience and must furnish reference. Address Box I-402, care of 
Harpware AGE, New York. 





WANTED SALESMEN. We desire side line salesmen calling on either 
wholesale or retail hardware trade to sell sole leather line of merit. G 
opportunity for the right men. Commission basis. State territory covered. 
Reference required. Address Box 1-385, care of HarDWaRE AGz, 





New York. 

WANTED—First class builders’ hardware salesman to represent a 
well established eastern manufacturer, in the Middle West. Must be able 
to produce results. Give complete informat ion in first letter. Address 





Box 1-399, care of Harpware AGE, New York, 


IN ‘EACH STATE t to call on : retail hard- 


‘COMMISSION SALESMAN 











SALESMAN FOR ROTHWEILER BARREL PUMPS, sold exclu- | ware, hand tools, well known, advise territory covered and house repre- 
sively to hardware, automobile su pe jobbers and oil companies. Com- sented. Address Box I-375, care of Harpware Ace, New York. 
mission basis. ROTHWEILER & ., 2430 Ist Ave. So., Seattle, Wash 
ee ” 
COMMISSION SALESMEN IN EACH STATE for manufacturer of LET US Help You Word Your “Want. 
hand tools and hardware specialties. Advise territory ig 9 _ 
ew York City 


represented. Address Box H-638, care of HARDWARE AGE 














the dealer-reader. 


successful selling methods. 





Many Sales Helps for the 
Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 


of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 


ume, diversity and high quality, has great business value for 


Get into the habit of reading carefully the manufacturers 
sales messages contained in the advertising pages. They will 


give you many valuable ideas on salable merchandise and 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and not as @ part of the advertising contract. 


No allowances will be made for errors or failure to insert. 


BPyery care will be taken to index correctly. 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and not as @ part of the advertising contract. 


No allowances will be made for errors or failure to insert. 


Byery care will be taken to index correctly. 
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: The Best 
Cold Chisel Value 
By U.S. Navy Test 


**Green Line’’ Cold Chisels are so de- 
clared by the U. S. Navy Department’s 
award of the entire order for 21,846 chisels 
on which the bids were opened March 12. 

**Green Line’’ Cold Chisels won by 
the superior toughness of their Special 
DROP FORGED Alloy Steel— 


KILBORN STEEL 


Offered at their regular price, they 
were neither the highest nor the lowest. 
Among the chisels of the nine prominent 
manufacturers who tendered, they stood 
up the best under the navy’s exacting and 
accurate tests. They gave the most ser- 
vice per dollar of cost. 

We make 24 different sizes. All finished in a 
handsome green. Also 13 other styles of chisels, 
in various sizes 

The Green Line includes Punches, Cold Chisels, 
Drills, Screw Drivers, Box Hooks and many other 
dependable tools. 


BORNE BISHOP CO 





fend for Complete Catalog and Prices 


THE KILBORN & BISHOP CO. 
196 Chapel Street New Haven, Conn. 


Manufacturers of the 


“GREEN LINE” TOOLS 


Reg. U. S. Patent Office 











STAR HEEL PLATES 
“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 


No. 6 
No. 5 
No. 4 
No. 3 
No. 2 
No. 1 


No. 0 





These illustrations are % size. 


STAR HEEL PLATE CO. 


LOUIS SACKS, Inc. 
Newark, N. J. U. S. A. 








Remember This Illustration! 
It shows what 


DOMES 
of 
Silence 
look like 


Every Genuine 
Dome has the 
words Domes of 
Silence stamped 
inside. Domes of Silence are practical 
for ALL furniture—hence their large 
sale. Six sizes. Set of 4 for 10 cents. 


If your Jobber cannot supply you— 
write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 














Superior Brand 
Poultry Netting is 
the accepted stand- 
ard of perfection. 
Unrolls evenly. Free 
from bags and 
bulges. Thoroughly 
galvanized. The best 
netting is the best 
seller. 


The Netting with 
the Rooster Label. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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SASH CHAIN 


ATENTED U.S.A. 


HA ODELL patented chain makes 


the smoothest running, strong- 
est, best-looking sash chain on the 
market. Observe from the above 
enlarged illustration how each link 
is ingeniously woven by automatic 
machinery from a single narrow 
ribbon of cold, rolled, polished steel 
with round edges. Both ends of the 
strip forming the link are crossed 
and locked against each other. 


Hodell Sash Chain will be found by 
actual test to be 10% to 15% stronger 
than the old style, flat link type, 
stamped from sheet metal. It will 
wear practically twice as long as any 
other chain on the market due to 
the doubling of the metal at the point 
which wears quickest; i. e., the eye. 


By reason of its uniformity, smooth- 
ness of edges. finish, and great 


flexibility, Hodell Chain runs 
smoothly and freely, with a roller 
bearing action and with less danger 
of kinking than any other chain. 
Hodell Sash Chain is supplied in 
bronze and steel grades, phosphor 
and red bronze; coppered, bright 
galvanized, and hot galvanized 
finishes. Inquiries for samples, 
prices, and complete information 
are welcome. Packed on new in- 
destructible steel reels. 


wv 


Manufacturers of Hodell Chains 


Bulldog and Samson Coil Chain, 
Bulldog Halter Chains, Tie Out 
Chains, Cow Ties, Porch Swing 
Chains, Hodell and Bulldog Dog 
Chains and Leads, Hodell Sash 
Chain, Hodell Tire Chains and 
Hodell Tire Chain Service Stations. 


‘WHS CHA PROVVETS £9 
Cooper Avenue and Penna. R.R + Cleveland 
ESTABLISHED 1886 


Nodell. Chain 


Write for full information on our complete chain line 
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JERSEY 


BLUE FTLAM ©. 


OIL STOVES 


THE ACME OF MECHANICAL CONSTRUCTION 
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BUILT BY 
MASTER MECHANICS 
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SHAPLEIGH HARDWARE CO. 
INTERNATIONAL DISTRIBUTORS 
ts 
DIAMOND EDGE H His DIAMOND FDGI 
TOOLS " = Jt > TLERY 
ST. LOUIS, “4 "U.S. A. 
DIAMOND FDGE IS A QUALITY PLEDE 


Shapleigh National Series No. 1429. 





